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REPORTORIAL: 


THE END OF AUGUST, and the beginning of 
September, found the world at the climax 
of the worst (and most publicized) period 
of uncertainty in history. For age-long 
months, one ego-maniac dominated the 
headlines ; changed the course of commerce 
and of thought. His senseless self-idolatry 
reached its zenith as August ended .. . 
when he shouted to his assembled stooges 
that 
“Only I, myself, could have made such an 
offer, although I knew millions of Germans 
disagreed with me at the time.” 
Neutrality is such a convenient, idealistic 
expression for political use—but there can 
be no neutrality of thought or feeling in 
dealing with a madman. Uncertainty is 
over—and the certainty of war takes its 
place. Anyone who thinks that a destruc- 
tive war in Europe is no concern of ours 
. is simply hiding his head in the sand. 


Copy for this page has been written 
several times and each time scrapped .. . 
as conditions changed. We had prepared 
an explosive summary of letters received 
as a result of the “Dear, Dear” article ... 
but we cannot be super-critical right now 
of business-depressing headlines. Nor can 
we be flippant, indifferent or irrelevant. 
Even our cover was changed at the last 
minute when the picture you see now came 
from Neil Barrett Powter in his always 
extraordinary Paper on Parade for How- 
ard Smith Paper Mills. We wired Neil to 
send drawing quickly because it seemed to 
reflect what most business men (including 
your reporter) have been doing during the 
month of August. Midnight oil for the 
lamps on a Chinese puzzle. 


So... let’s do some serious puzzling 
and _ particularly 
about direct mail,—even though other 
things may appear more important. With 
a state of war existing in Europe . . . what 


about advertising 


will happen to Direct Mail? What will 
you do about your use of it? 

Here are some facts which may interest 
vou. The Direct Mail Advertising Associa- 
‘ion was organized during the early stages 
of the First World War. Direct Mail was 
crowing so rapidly ... that there was a 
real need for organization. 

Postal receipts (a true barometer of 
Direct Mail volume) had grown from 102 
nillion in 1900 to 266 million in 1913. 
What happened during the war years? 
‘he figures for annual postal volume are 
convincing: 
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VISIT THE DIRECT MAIL CENTER FOR DIRECT MAIL IDEAS 
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In other words, Direct Mail had its first 
rapid growth during the war period, and 
has been growing ever since. (750 million 
now). 

What are the opinions of some of the ex- 
perts? During the last few days of August, 
your reporter contacted many of the lead- 
ers among the producers and users of 
Direct Mail. 

Consensus of opinion: First shock of war 
abroad will upset many advertising cam- 
paigns. Mail Order people especially will 
delay scheduled September mailings until 
shock wears off. Thereafter, a revaluation 
of advertising procedure will take place... 
with marked tendency to carefully select 
media with quickest and most economical 
results. Advertisers will use increasing 
amounts of Direct Mail because of inability 
to schedule costly advertising far in ad- 


vance. Advertisers will study all uses of 





Direct Mail . . . so that advantage can be 
taken quickly of every new selling oppor- 
tunity. One most important use for manu- 
facturers will be to keep dealer and sales 
force (shocktroops) on their toes—letting 
them know that the “generals” are not 
slackers . . . but are fighting for business, 
too. In the long run the old rule will hold 
true ... the folks who work the hardest 
will get the business. 
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In general, this period of danger for our 
accepted social order will pull us _ all 
closer together. As a nation we shall have 
less internal squabbles. We will stop quib- 
bling . . . and get to work. We will out- 
cast those who try to sabotage business be- 
cause of personal or political prejudices. 

Reading the hysterical headlines of this 
last month . . . listening to the alarming 
radio reports . . . your reporter longed for 
an antidote. It might relieve our feelings 
if Kate Smith and her chorus could be in- 
duced to broadcast each evening her beau- 
It might re- 
lieve us still further to pray, reverently, 
“May God DAMN the destroyer of Peace.” 


H. H. 


99 


tiful “God Bless America. 
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During the second week of August, Four 
Hundred Advertising Agency men and im- 
portant advertisers received an impressive 
package delivered by Western Union. Pack- 
age bore school-slate sticker as illustrated 


above. 


Inside the package was a colorful box 
x gli,” x 19”. 


looking 


measuring 1°” Inside the 


box an intriguing game with a 
processed letter from George Rumage, Ad- 
vertising Manager of The Instructor Maga- 
zine, 9 Rockefeller Plaza, New York. The 
letter humorously explained the game. The 
Instruction Book (pictured beside letter) is 


actually a quiz book-—containing hundreds 
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School kid characters 


for players are moved according to ability 


of hard questions. 
to answer questions correctly. Questions 
are determined by throw of dice. The onl) 
advertising for The Instructor appears on 
the back page of Instruction Book (which 
page is usually in evidence during playing 
of game, as opened book is placed fac 
down after each question is asked). 


Deliveries had barely started when Georg: 
Rumage began getting phone calls fron 
Agencies and advertisers . . . praising th: 


stunt... and asking for more. 


It is a perfect example of clever an 


appropriate novelty promotion. 
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AN INVITATION 


By L. ROHE WALTER, President D.M.A.A. 


The Direct Mail Advertising Association cordially invites all merchan- 
disers to attend the sessions of its 22nd Annual Convention at the Hotel 
Roosevelt, New York, N. Y., on September 27, 28, 29, 1939. 


All merchandisers are invited because every merchandiser who is an 
advertiser, with very few exceptions, makes use of Direct Mail Advertising 
in one or more of its varied forms irrespective of the size of the budget. 


Direct Mail Advertising furnishes manufacturers, wholesalers, retailers, 
individuals, agencies and service organizations with an efficient, economical 
and effective medium for sales and business promotion. It has many uses. 


Direct Mail Advertising widens the influence and intensifies the power 
of all other forms of advertising. Properly coordinated with newspaper, 
magazine, business paper, outdoor, car card, window display, radio and 
business film promotion, Direct Mail Advertising increases the effectiveness 
of these powerful media. It is the sales-mate and not the competitor of each. 


It is, perhaps, characteristic of Direct Mail Advertising that it does not 
create an impression of lavish use and widespread public interest commonly 
associated with other forms of advertising. Since Direct Mail Advertising is 
also widely used by many small and little known concerns it has to some 
degree been connected with the idea of meagre or inexpensive sales promotion. 


As a matter of fact. Direct Mail Advertising is neither meagre nor 
cheap. Merchandisers in the United States are today spending approximately 
30 cents out of every sales promotion dollar for Direct Mail. 


The Direct Mail Advertising Association hopes that many advertisers 
will benefit by attendance at its 22nd Annual Convention. Mr. Frank Egner 
of the McGraw-Hill Book Company and his associates on the Program Com- 
mittee have assembled together an outstanding group of noted people who, 
in the cooperative spirit that distinguishes American business, will give all 
who care to hear the benefit of their experience with Direct Mail Advertising. 


I predict that the 1939 Direct Mail Advertising Convention, based on 
the theme “Direct Mail as a Management Tool” will prove of genuine value 
to all merchandisers who are interested in lowered selling costs and a more 
rapid turnover of their goods for the dollars spent in advertising. 





REMEMBER 


REPEAT COURSE in Direct Mail Advertising 
starts September 12th, 1939 in The Direct 
Mail Center, 17 East 42nd Street, New 
York. Twelve fact-packed sessions. Tues- 
day and Thursday evenings from 7:15 to 
9:30. Twelve instructors: 


Robert Collier, Frank Egner, Henry 
Hoke, William Longyear, Edward Mayer, 
Richard Messner, Robert Orr, Jules Pag- 
lin, Leonard Raymond, Briant Sando, 
Hunter Snead, Rohe Walter. 


The fundamental principles of Direct 
Mail explained, described and _ illustrated 
in a way never attempted before . . . except 
at the successful try-out course in the 
Spring. It’s time to sign up... if you 
want to be among those present. 


PRINTING INDUSTRY WEEK 


ON SEPTEMBER 25TH, the Post Office Depart- 
ment will issue a special 3-cent postage 
stamp commemorating the three hundredth 
anniversary of the introduction of printing 
into the American Colonies. Coincident 
with this event, a national Printing In- 
dustry Week is being sponsored by The 
National Graphic Arts Expositions which 
will run its mammoth printing equipment 
show in Grand Central Palace from Sep- 
tember 25th to October 7th. 


Only 65 million of these special stamps 
are being printed . . . so, if you want to 
tie-in with this event, get your order in 
early. Genial Fred Hoch is the guiding 
genius behind the big show, and the com- 
memoration week. 


Delegates to the D.M.A.A., the M.A.S.A. 
and all the graphic arts conventions will 
be able to see the greatest printing exposi- 
tion ever staged. 














GOOD FAIR TIE-IN 


TOM BLAIR of the J. B. Ford Sales Co., 
Wyandotte, Michigan (Specialists in Clean- 
ing Materials) came to New York with an 
idea and a camera. Took 42 shots of ex- 
hibits or concessions which use J. B. Ford 
products. Went back home and issued a 
fine 2-color 4-page 124%” x 17%” circular 
—showing the attractive pictures and de- 
scribing the use of Ford cleaning materials 
in each case. Well done! 


TALKING ABOUT CLEANING 


WELCOME to a brand new House Magazine, 
appropriately named “The Cleaning Hour” 
— issued by I. Edward Brown, Inc., 440 
Canal Street, New York City. Vol. No. 1, 
appeared in August. Sent to building sup- 
erintendents, hotels, hospitals—and such 
buildings where cleaning and sanitation is 
an organized problem. 


And what-do-you-know? They lifted the 
format of The Reporter. Didn’t notice it at 
first, but wondered why we liked this new 
house magazine so well. 


SMART PROMOTION FOR 
COSTLY BOOK 


ON SEPTEMBER 29TH, Simon and Shuster of 
New York will release a book called “A 
Treasury of Art Masterpieces” . . . said 
to cost $300,000 to prepare. 


To pave the way, Simon and Shuster 
issued a 16-page, 6” x 9” booklet to bobk- 
sellers giving a confidential memorandum 
on the publication plans. 


Also issued beautiful four-page folder- 
insert 934” x 12%,” with one sample page 
in glorious colors. Folders were used by 
dealers to make advance sales. Here is 
short report on results of this pre-selling 
campaign as given by Mr. Shuster. 


“Based on present percentage rates, this 
campaign is breaking any direct mail rec- 
ords we have ever heard of and should 
sell close to a million dollars worth of 
books before Christmas. 


The circular, issued with dealer imprint 
by 650 to 1,000 bookstores of the country 
to between 750,000 and 1,000,000 readers, 
will bring in orders of 50,000 to 75,000 
copies. As a result of the first response, 
our first edition of the book has just been 
increased from 50,000 to 75,000 copies, 
and the circular total will be raised 
from 750,000 to 1,009,000. The price of 
the book will be $10.00 after publication 
on September 29th, and $8.50 before then.” 
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NEW HORIZONS 


He and his friends are inclined to shun publicity, but your reporter 
wants to tell you about an unselfish group of hobbyists, who are causing 
horizons to expand for thousands who need a philosophy of self-reliance. 


It is entirely appropriate to print this story in The Reporter . . . because 
the activity embraces a training in, and a use of, direct mail (if we need 
an excuse). 


Sidney W. Edlund was formerly President of Life Savers. Before that, 
he had been Salesmanager of Wm. A. Rogers, Ltd. Thirty years or more 
on the selling firing line. In a business world full of stuffed shirts he stood 
out as a very human being—who Kked to work with his salesman and study 
their problems. 


He had a hobby beyond his business. A hobby of helping other people 
to find, and stick to, the jobs for which they were fitted. 


His family fireside and office became so crowded with individuals and 
eroups who came for sympathetic counsel, that he and his wife, Mary, 
decided that something should and could be done about it. Which they did 

. in 1935. They started a Man Marketing Clinic. Shortly after it started, 
The Sales Executives Club of New York became interested, and became 
its sponsor. Sid Edlund soon attracted to him other business leaders, such 
as Ralph Neave (International Magazine), George Rumage (The Instructor 
Magazine); Ed Daniels (Criterion Advertising) ; Chester Brown, Salesman- 
agement Service; Sidney Bradley (Union Paper & Bag); A. D. Leveridge 
(Diamond Merchant). 


The Man Marketing Clinic is conducted purely as a hobby. The leader- 
ship is voluntary. There is no cost of operation. There has never been a 
charge to anyone. In the four years since its inception more than 12,000 
people have tasted its cup of hope. It has helped salesmen, school teachers, 
copy writers, stenographers, clerks, office boys, store managers, editors, 
factory superintendents, engravers, artists, sales and advertising managers. 
It has helped recent school graduates, and men in their sixties. 


The fundamental principles taught or demonstrated in The Clinic have 
been applicable in securing any kind of a job . . . from common laborer 
to corporation president. 


The Clinic is founded on the premise that any man or woman can get 
the job he wants, for which he (or she) is qualified, provided only that a 
proper approach is made to a sufficient number of logical prospects. It takes 
time. It takes courage. It takes persistance. But it can be done. 


As the name implies, the Man Marketing Clinic uses the Clinical method 
in helping men and women organize their thinking and their sales campaigns 
to land the jobs they want. Under the leadership of capable business executives 
all those present enter into the discussion of each case. Any member has 
the privilege of outlining to the group, verbally or preferably in writing, 
his experience, the type of job he wants, what he is doing to get it, and any 
problems which have confronted him. The other members of the group are 
told that they are expected to act as his consultants. They comment openly 
and freely on his qualifications, his plans and methods; they suggest sources 
of leads; they criticize his letters, sales presentations, and hypothetical 
interviews. 
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The group of from 50 to 150 people who attend the sessions of the Man 
Marketing Clinic usually represent a good cross section of business men and 
women. Their combined experience is invaluable. Their reactions are soundly 
typical of the reactions of a group of employers. They represent many 
businesses, and therefore know the problems peculiar to many lines. More- 
over, they can view the subject and his problems objectively, impersonally. 
With this method, the subject whose case is being considered is not the only 
one who is helped. Those who take an active part in the discussion 
and those who just listen are benefited as well. When one man makes a 
constructive suggestion to another man who is seeking to better himself, in 
so doing, he builds his own self-confidence. 


Sid Edlund claims that a person fails to get a satisfactory job for one 
or more of these reasons: 


1. He may not know what he wants to do. 

2. He may not be qualified for the job he wants. 

3. He may be facing almost prohibitive odds. 

4. He may have no plan to help him get such a job. 
5. He may not know how to sell his services. 


6. He may not have the desire or courage to do the necessary work to 
reach his objective. 


The thousands who have attended the Clinic testify enthusiastically that 
it fills a vital need in clarifying their objectives, in determining a definite 
method of procedure, in lining up their campaigns, in getting sufhcient cover- 
age, and in landing on their deserved level. The results, every week, are 
dramatic. 


After three years of The Clinic, Sid and Mary Edlund wrote a book, 
“Pick Your Job and Land It.” That’s the textbook of the Clinic—but no one 
is pressured to buy it, for it is available in libraries—and it is always 
on hand at the meetings. 


The Direct Mail application is apparent. The Edlunds, and their vol- 
untary workers, teach men and women to analyze their product (themselves) ; 
they show them how to make a balance sheet of their assets and liabilities; 
how to describe their product, how to present it correctly and attractively— 
and how to get it to the right list. 


The Man Marketing Clinic fills a great human need. If men are enabled 
to land the best jobs which they are capable of filling, not only will their 
financial position be improved, but they will attain the inner satisfaction or 
sense of fulfillment which comes with the opportunity to use all one’s talents. 
Many studies have shown that it is the sense of frustration which lies at the 
bottom of much of our industrial and business unrest. If we make it possible 
for more men to find satisfaction in their jobs, we will have a better com- 
munity ... a better nation. One of the greatest needs of the country today 
is to have more individuals develop greater faith in themselves, greater re- 
liance on their own resources. Millions today have come to rely on govern- 
ment, on other people, on the companies with which they are connected. 
This country became great because of the self-reliance of its early citizens. 
The Man Marketing Clinic develops that sometimes forgotten philosophy. 


The Clinic plan concentrates attention on collecting evidence of good 
work throughout a business career. A man cannot gather this evidence 
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WE REPRODUCE above letter because we are 
told that it brought exceptionally good re- 
sults in developing prospects for used cars. 


That arrow design and slogan is interest- 
compelling. It was printed in red. So was 
the line “Here’s your opportunity.” The 
letter may violate some of “The Facts of 
Life” formulas, but it is a good letter if it 
worked. 


DON’T ASK FOR SAMPLES 


THIS NOTE is necessary on account of so 
many requests. Please do not write and 
ask The Reporter to send you specimens 
of mailing pieces or campaigns mentioned 
in the magazine. There are two reasons: 


a. We usually have only one copy... 
which goes on our display panels in 
The Center for a month. Thereafter, it 
goes in our files for permanent proof of 
authenticity of every article. 


b. The Reporter does not, and will not, 
conflict with the super-excellent service 
rendered by the D.M.A.A. with offices 
here in the same building. The D.M.A.A. 
furnishes a specimen lending service to 
its members. It issues every month a 
specimen packet, including many of the 
pieces mentioned in The Reporter. Also, 
members of the Association operate an 
idea exchange—mailing current specimens 
to all other members with labels furnished 
by the Association. The membership fee 
is only $20.00 per year (which is alto- 
gether too low). Included in that fee is 
a subscription to The Reporter. So, if you 
want to borrow specimens, if you want 
continuous specimens, join the D.M.A.A. 
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DIRECT MAIL FIRST IN 
INDUSTRIAL FIELD 


THE RETURNS on a questionnaire recently 
mailed to members of the Association of 
Industrial Advertisers indicated that direct 
mail ranked first as the subject most im- 
portant in an Industrial Advertising Con- 


vention. 


With this as a stimulant, Herb Mercready 
of Magnus Chemical Company, Garwood, 
New Jersey has developed a strong Indus- 
trial Department Clinic for the coming 
Direct Mail Convention (Sept. 27-29). Since 
departmental subjects are not included in 
the general program inserted in this issue, 
we give you Herb’s line-up. 


Here is program for Friday afternoon, 
September 29th, 1939. If you are inter- 
ested in Industrial Advertising ... you 
should make every effort to attend this 


session. 


? :00-2:20--“The Importance of The Mail- 
ing List in Selling Goods to 
Industry —Fred H. Pinkerton, 
Sales Promotion Manager, Me- 
chanical Goods Division, U. S. 


Rubber Company, New York. 


2 :20-2:40-—“Selective Direct Mail in the 
Field” — Wm. _ B. 
Spooner, Spooner & Kriegel, 
New York. 


Industrial 


a 


2:40-3:00-—“Direct Mail in Industrial Cata- 
log Distribution”’—J. F. Apsey. 
Advertising Manager, Black & 
Decker Co., Towson, Maryland. 


a. 
~~ 


:00-3:20—“Testing Industrial Direct Mdil 
in the Laboratory” — David F. 
Beard, Sales Manager, Direct 
Mail Division, McGraw-Hill 
Company, New York. 


~ « 
we 


:20-3:40—“Coordinating Direct Mail with 
the Industrial Salesman”—Louis 
H. Brendel, Manning, Maxwell 
& Moore, Bridgeport, Connecti- 
cut. 


3:40-4:00—“U sing Direct Mail to Help Sell 
Industrial Goods’ —C. Dave 
Davenport, Advertising Man- 
ager, Union Steel Products 
Company, Albion, Michigan. 


oo 


:00-4:20—“Direct Mail Support for Sales 
Contests as a Means of Getting 
Industrial Sales’ — Douglas 
Thompson, Belnap & Thompson, 
Chicago, Illinois. 

4:20-5:30—A “brass tacks” clinic discussion 

on all these subjects with the 

speakers acting as a panel of 
clinic leaders. 


Oo 





unless the job is well done. By thus focusing attention on performance, the 
Man Marketing Clinic is doing its part in building up a more healthy 
industrial situation in this country. As the Clinic idea spreads, as more and 
more men concentrate on doing a good job, we will regain pride in work- 
manship, we will develop abler executives and better run businesses which 
will in turn create employment for others. 


Your reporter salutes Sid Edlund and the men who help him. The Clinic 
meets every Monday evening from seven until ten, in The Direct Mail Center 
at 17 East 42nd Street. No charge. No pre-arrangement necessary. Every- 
thing very informal . .. and friendly. Visitors or those seeking help are 
welcome. It is our understanding that the idea is spreading to other cities. 
If anyone wants full information about starting and conducting such clinics, 
they can write to Sidney or Mary Edlund at Riverside, Connecticut. There 
is a manual available for group leaders. 


George FitzPatrick of Sidney, Australia, recently visited The Direct 
Mail Center. He became enthused over The Clinic idea; took the book and 
facts along with him hoping to start something similar in Australia. There 
is also a London group interested. 


As long as there are generous, dynamic, helpful souls like The Edlunds 
and their coworkers . . . there can’t be very much wrong with this old 
world. Their unselfish project is an inspiring counterbalance to headlines 
which scream of hate. 


GOOD MERCHANDISING 


We have had a problem in getting our dealers to order narrow width shoes. From 
an analysis of 22,036 actual Jarman shoe sales our research department found that 
nearly 20% of the sales were in A, AA, and AAA widths. Thus, a dealer who does 
not carry the narrower widths is endangering one-fifth of his business. 


With these startling figures to work on we mapped out a six-piece direct mail 
campaign to acquaint our dealers with the information. 


The dealers received a new mailing piece every Monday for six weeks, each one 
based on the same theme but printed on a different color stock and treated in a 
different manner. We enclosed a postage paid return order card and have received 
to date over 500 cards ordering 2,590 pairs of shoes, a return of approximately 4.16%. 

Considering the fact that the mailing pieces did not call for a direct return we 
were very pleased with this figure. 


We feel that we have given our dealers some vital information which will be of 
benefit to them, not only this season, but for the future. We are, therefore, expecting 
the campaign (and subsequent campaigns) to bring in increased orders for narrow 
widths for years to come. 

TOM FUQUA, Advertising Manager, 
General Shoe Corporation, Nashville, Tenn. 


Reporter's Note: Our heading is correct comment. Campaign consisted 
of six 4 page, french-fold folders 514” x 8”. Printed in two colors on tinted 
deckle edged stock. Envelopes to match. Each envelope designed to suit 
enclosure (should be entered in competition for The Curtis Cup at D.M.A.A. 
Convention). 


Copy is fine. One folder, for example, pictured man writing a letter. 
It asked: “Would you write a letter like this?” Enlarged letter started. . . . 
“Dear Sir: We want you for a customer, but your feet are too narrow.” 


No wonder this campaign worked. 





























DON’T WASTE MONEY! 


Among “The Facts of Life About Direct Mail” we stated that there 
should be a real purpose behind every piece of printed promotion. There 
should be a definite goal. There should be a reason for the form, the style, 
the appeal. 


Here is a case which illustrates the opposite—and well be weak-kneed 
about it, and not reveal the name. 


A Dairy Company in a certain suburban community had some money 


to spend for advertising . and they spent it. 


Description: An envelope measuring 12145” x 914” was delivered by 
I | 2 2 2 
Western Union. Inside, a magnificently printed brochure, measuring 12” x 9”. 
Fourteen pages and a thick red varnished cover. Yellow plastic binding. Not 
pags | S 
a single word or picture on the cover. Inside first page title “It Did Happen 
Here.” First two page spread unattractive bleed diorama of dairy and garage 
page Ss} Sara; 
buildings. Next page bleed photo of cows crossing stream. Then the story 
starts about growth of company. 


Very little copy per page, but it is “layed on” thick. Describes “great 
refrigerator transports, gleaming giants of stainless steel, speed thousands of 
gallons of rich milk daily down from the collection depots in the pasture 
lands, etc., etc. etc.” Beautifully printed, full-page bleed pictures occupy 
left hand pages and part of right—then more copy which is obviously “too 
brilliant.” 


The book ends by saying that “the delivery men are trained in efficiency 
and courtesy, and are always anxious to please. You will find them friendly. 
considerate, and helpful in many ways. Above all, they are keenly aware 
of their responsibility. They will serve you loyally.” That’s all . . . except 
trade mark and address on back page and a listing of other “fine dairy 
products which conform to the highest standards of quality, freshness and 
purity.” 


But then there is a letter with the brochure. It is multigraphed on an 
engraved letterhead ... processed signed. It has no salutation ... no fill-in 
no heading... . 


Here it is: 


This booklet is being distributed to our customers with the thought that the story 
of our development may be of interest to them, and to their friends and neighbors in 
the hope of having the opportunity of extending our service in the future. 


It is our belief that the production and distribution of milk involves a definite social 
responsibility. Babies, growing children—and grown-ups too—depend on us to bring 
them unfailingly, and unvarying in purity and quality this greatest of nature’s foods. 
We feel then, that in a sense, we hold in trust the health and well-being of the cus- 
tomers we serve. We have pledged ourselves to the conscientious fulfillment of that trust 
at all times. 





May we also take this occasion to invite you to inspect, at your convenience, the new 
pasteurizing and bottling plant which has recently been completed here in Yonkers. 
We believe that such a trip, affording the opportunity of inspecting the newest develop- 
ments in dairy science, will repay you richly for such a visit. We are always glad to 
arrange a special guide for clubs, schools and other groups if notified in advance. 


If we can be of any further service, won’t you please let us hear from you? 


Well, class, there you are! This case was brought to your reporter by a 
smart sales promotion man who happened to live in that community. He 











SELLING A SHOW 





HAROLD PRESTON of The Journal of Com- 
merce. New York, sent us an interesting 
case history of a simple four page circular 
used by a group to sell a PUPPET SHOW 
called “The Talk of the Town.” His report: 


“500 of the enclosed circulars were 
mailed to resorts near New York. 22 in- 
quiries were received. 15 booked the show. 
The remainder are still interested. Each 
inquirer was answered personally. This 
mailing, costing $22.00, has produced a 
gross revenue of $525.00. Limitations of 
time and money were responsible for the 
relative crudity of the circular. I feel that 
an accompanying letter might have been 
desirable. Yet, for selling something that 
was declared ‘impossible to sell by mail’, I 
I think the circular made a fair showing.” 


Circular is interesting—well illustrated 
with the puppet characters. 


FAVORITE COLOR 

HERB KAUFMAN of General Printing Ink 
ran interesting experiment in his booth at 
Advertising Federation Convention. Lined 
up on his table were stacks of small 4” 
x 5” four-page, french-fold folders. Each 
stack consisted of folders differing in color 
from the others .. . orange, purple, green, 
vellow, red, blue. Title on all the same, 
“What is your Favorite Color?” 


Inside the folder was a personality analy- 
sis for persons selecting that color. A 
record was kept. Blue and Red ran 50-50 
in first popularity. But the record went 
haywire .. . since those who read their 
color analysis wanted copies of all the other 
folders to see about the other fellow. 














A GREAT NEWSPAPER USES 
DIRECT MAIL ADVERTISING 


WESTERN UNION delivered to your reporter 
a transparent (celluloid) tube—19'" long, 
1%” in diameter, made with rolled ends 
for the purpose. Addressed label inside 
was attached to a rolled chart or map meas- 
uring 18%” by 2244". Pictorial map of 
Philadelphia printed in dark brown ink on 
parchment (appearing) paper. Attached 
to the map with a paper clip, the following 
letter from Harold A. Stretch, Advertising 
Director of The Philadelphia Inquirer. 
Letter multigraphed, well filled-in and 
signed by hand. 


“As Philadelphia’s oldest (and newest! ) 
newspaper we hope to make ‘Philadelphia 
Day’ at the New York World’s Fair more 
than just another special day at the exposi- 
tion. 


We want to make it an occasion to in- 
vite residents and visitors in New York to 
visit The City of Brotherly Love and see 
some of the great and historic places which 
abound in Philadelphia. 


Accordingly, on ‘Philadelphia Day,’ a 
copy of the attached invitation to visit 
Philadelphia will appear in the New York 
Times, and I hope that if any members of 
your organization come to Philadelphia for 
a visit that you will afford the Philadelphia 
Inquirer the pleasure of showing you one 
of America’s largest and most modern 
newspaper plants.” 


Reporter's Note: Good merchandising. 
We congratulate the Inquirer . . . and also 
The Times for being the correct medium 


to carry the rest of the story. 


BOOKLET-CALLING CARDS! 


“THINGS AND STUFF’, you may remember 
from May Reporter (pg. 8) is a house 
magazine edited by R. D. Hawkins of The 
Service Caster & Truck Company, Albion. 
Michigan. The Editor was a more than 
welcome visitor at The Direct Mail Center 
recently. He left his calling card. Z/t is 
worth reporting. 


Appears to be usual size, but card itself 
is a cover for a miniature 16-page cata- 
logue—a review of products manufactured. 
Printed in two colors—copy restricted to 
right hand page only. Inside back cover 
is a card which can be torn-off, checked, 
“attached to letterhead”—and mailed for 
more information. A good idea. So good 

your reporter is going to have a 
similar one for himself! 
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wanted to know if we thought the evidently costly handling was justified; 
whether we thought that the marketing plan itself was sound. There is only 


.. and that is NO. 


one answer . 


Why an expensive, engraved letterhead if you can’t think of anything 
better to say than the hackneyed, disjointed phrases in this letter. An engraved 
letterhead (to be absolutely honest) looks silly with an unheaded form 
letter—even if the letter was good. 


Why all of these expensive plates—all of this fine printing—when the 
story is not told logically or sincerely. The blank red cover is symbolical. 
It is blank. It has no sizzle, no slogan, no question, no statement. It doesn’t 
hurdle or attack the one obstacle standing in the way of success of every 
promotion piece—namely human inertia. It doesn’t ask the reader to do 
anything. , 


We believe that money is wasted on direct mail. In this case it certainly 
is .. . as much as we hate to say it. Exhibited in The Direct Mail Center 
. . . it would be admired as a beautiful piece of printing. But it lacks 
oomph, It is an example of misplaced quality. We don’t know who created 
it. Hope he isn’t touchy (or big). If he will attend the Direct Mail School 
this fall, the faculty might use this case as an example to show how a cam- 
paign might be designed, possibly with the same money, to do a better job. 


Moral: Watch YOUR booklets. Don’t make them more elaborate than 
they need be. Don’t—Don’t—in your intoxication of enthusiasm for creative 
brilliance—forget that you must tell a logical, sincere story. Don’t forget 
that the only purpose of your booklet is to get your prospect to do something. 


Y O U T H 


Youth is not a time of life—it is a state of mind. It is not a matter of ripe 
cheeks, red lips and supple knees; it is a temper of the will, a quality of the imagina- 
tion, a vigor of the emotions; it is a freshness of the deep springs of life. 


Youth means a temperamental predominance of courage over timidity, of the 
appetite for adventure over love of ease. This often exists in a man of fifty more than 
in a boy of twenty. 


Nobody grows old by merely living a number of years; people grow old only by de- 
serting their ideals. Years wrinkle the skin, but to give up enthusiasm wrinkles the soul. 
Worry, doubt, self-distrust, fear and despair—these are the long, long years that bow the 
head and turn the growing spirit back to dust. 


Whether seventy or sixteen, there is in every being’s heart the love of wonder, the 
sweet amazement at the stars and the starlike things and thoughts, the undaunted chal- 
lenge of events, the unfailing childlike appetite for what next, and the joy and the 
game of life. 


You are as young as your faith, as old as your doubt; as young as your self- 
confidence, as old as your fear; as young as your hope, as old as your despair. 

In the central place of your heart there is a wireless station; so long as it receives 
messages of beauty, hope, cheer, courage, grandeur and power from the earth, from 
men and from the Infinite, so long are you young. 

When the wires are all down and all the central place of your heart is covered 


with the snows of pessimism and the ice of cynicism, then are you grown old indeed 
and may God have mercy on your soul. 


Reporter's Note: Above thought provoking copy was contained in an 
elaborate folder issued by Gibbs-Inman Co. of Louisville, Kentucky. One 
of the recipients thought it deserved a place in The Reporter. We agree. 
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ANNUAL REPORT MADE INTERESTING 


Orchids . . . to the men of Thomas Young Nurseries, Inc.—the largest 
growers of Orchids in the world—mean just plain business. In their 10th 
Annual Report, they mean figures balanced to the last prosaic penny, just 
the same as in any other business. 


But . . . the 10th Annual Report of the Thomas Young Company is 
interesting and attractive. 


Sixteen 8144” x 10°%4” pages and a cover. Designed and printed with 
. . suggesting the aristocratic dignity of the Orchid itself. 
The cover has a full-color reproduction of an Orchid bloom. Inside pages 
tell story clearly. The actual financial report (3 pages) is in self-explanatory 


style . . . making sense even to the uninitiated. Report is in five sections: 


artistic simplicity . 


(1) A message to stockholders from the president, containing complete 
story of the Thomas Young Company, its present facilities, how it originated, 
how Orchids are cultivated, developed, and distributed. Illustrated with 
photographs of Orchid plants in various stages of development. 

(2) The actual financial report. 

(3) An explanation of how distribution facilities are being expanded, 
illustrated with explanatory graphs. 

(4) Pictures of typical advertising pieces being used in these sales 
efforts. 


(5) Some personal history regarding the men in the Organization. 


This fine report again emphasizes the trend in Annual Reports. They 
are being dramatized and humanized “for better public relations.” Since 
our April report on Trends in which we commented on the marked improve- 
ment in Annual Reports . . . we have received additional excellent examples. 
Among them are the reports of: Dictaphone Corporation, 420 Lexington 
Avenue, New York, New York; Union Bag & Paper Corporation, Woolworth 
Building, New York City; Automobile Manufacturers Association, 366 Madi- 
son Avenue, New York City; Fifth Avenue Coach Company, New York City. 





SURPRISE 
zine issued by The Vase Press Ltd., Thrapston and London, England. 
called (on the cover) Surprise Number. 
spreads inside—up popped a pop-up which can’t be patented by any stretch of the 
imagination. Illustration may give you idea. Just a die-cut, separate piece—folded and 
tipped on to the two facing pages. Hurrah! 


NOT PATENTED: The “Vase” is a 444" x 6"—16 page house maga- 
Volume 79 was 


The surprise part was that on three double 
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CLEV ER CUT-OUT 
YOU HAVE BEEN KIND enough to express in- 
terest in some of the previous products of 
our plant, and we hope you will like this 
new one which is just hot off the presses. 
In line with our established policy, this 
gives as little actual information as possi- 
ble, saving that as ammunition for the 
field salesman, but it does attempt to build 
up interest by spectacular presentation and 
text suggestions that it is an exciting prod- 
uct with a lot of possibilities. 
George B. Wright, Advertising Manager 
Nash Engineering Co., S. Norwalk, Conn. 
Reporters Note: Spectacular, is right. 
742” x 10%"—8 page folder printed in 
black, blue and silver. Advertises a new 


** 
ee 
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glass pump with a centrifugal of “Pyrex”. 
First, second, third and fourth pages are 
die-cut around the outside casing, and for 
the parts which show through as glass. As 
you turn the pages you get clear picture of 
the construction of this “exciting product”. 
It’s just about perfect for the purpose. 


3 

CORRECTIONS 
SORRY ... there was an error in one of 
the formulas given in “The Facts of Life” 
article in July Reporter. Please refer to 
page 8 of your file copy, formula eleven. 
The best format for a questionnaire mail- 
ing was given as (a) Filled-in Letter: (b) 
a separate, different, colored questionnaire; 
(c) a stamped reply card. Corrections 
One: Eliminate comma between different 
and colored in (b). The idea is that ques- 
tionnaire form should be on a_ separate 
sheet of paper of a different color. 

Correction Two: Change (c) to read: 
A stamped reply envelope . . . as obviously 
a questionnaire cannot be returned with a 
post card. 


It must have been the heat. 
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IT CANT BE TRUE! 
REPORTER RALPH SNOW, Davenport Hosiery 
Mills. Chattanooga, Tennessee, sends a hot 
case. He received a 32-page catalogue of 
books—-expensively printed in many colors 
in a plain white envelope. For 
page after page there are intriguing de- 
scriptions of books. Ralph wanted to order 
some books. On the inside back page, was 
a display reading “Mail the convenient 
Order Card today” plus copy about ad- 
vantages of ordering now. Below was a 
display line “Save the booklet for future 
reference.” There was no return card in 
the booklet, nor in the envelope. There 
was not a single line of type in the 32 
pages that said who published the books 
or where. Even tho’ there had been a card 
what good would the catalogue be for 
future reference. Can't believe it's true 
but we've searched high and low. No name. 
No address. The only clue we had was a 
pre-cancelled stamp from Garden City, New 
York 

Rule for Direct Mail. very piece con- 
tained in a multiple piece direct mailing 
should bear name and_= address. 

If you think this is a rare case—-you 
should see the 64-page 544” x 814” book 
entitled “An Introduction to Yale.” It is 
issued, according to fly leaf. by Alumni 
Board of Yale University. Nowhere—is 
the location of Yale displayed. Buried 
back on page 52 is a description of the 
town of New Haven. Just for fun, we 
asked ten people who visited us “Where 
is Yale?” Only four knew 
of them had to think hard. 


and one 


No institution is so big that evervone 
knows where it is. Always put who, where, 
what you are on every promotion piece. 

e 

PICTURE STRIP TECHNIQUE 
TIM THRIFY of Elliott Addressing sends 
us good example of the picture strip tech- 
nique which is so popular in general adver- 
tising but so seldom used in direct mail. 
Series of 4 page 812" x 11” folders in two 
colors going to cold prospects once a week 
for a month to small merchants (picked 
from telephone) to preach advantages of 
Cardvertising. Each folder has from a dozen 
to twenty pen sketch pictures. Captions 
under pictures give the story. Unique 
slant is that each folder is created from 
an actual testimonial letter—-credit being 
given at end, such as, “Picture narrative 
from letter from A. R. Baer, Baer Brothers 
Market, Chicago—-no actual persons piec- 
tured.” 

Rest of folder gives specimens of cards 
used for advertising. Only last page gives 
details of machine. Good handling. 
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A KINDLY BOSS SPEAKS... 


On Tuesday evening. May 16th, 1939, in Oklahoma City, the General 
Manager of the largest business in the World was speaking to his local man- 
agers in that section. After “laying down the law” about the routine handling 
of their business . . . he continued: 


Next in importance is courtesy. If a customer of a private business does not receive 
fair treatment he can retaliate by taking his business to some other concern, but such 
is not the case in our business. We enjoy a monopoly insofar as the transmission of 
letters is concerned, therefore the people are compelled to deal with us regardless of 
their wishes in the matter. The knowledge of this should make everyone connected with 
the Department exercise great care in dealing with our customers. There is no reason 
why postal people should be servile, neither should they be condescending in_ their 
altitude toward the public. Many tinmaes a disappointed and complaining patron is 
entirely in the wrong. The trouble of which he complains may be due to his own 
negligence, but regardless of the circumstances listen to his story patiently, then tact- 
fully explain the cause of his complaint. Express your regrets whether the Service is 
at fault or he is at fault, and in most cases you will secure his good will. Cultivate a 
quiet, courteous manner in your dealings with everyone around you. 


May I suggest also that you give your personal attention to the official correspondence 
of your office. Answer letters promptly. If you are not .in a position to give the informa- 
tion requested immediately, prepare a brief acknowledgment indicating that when 
ihe investigation has been completed or the information is secured it will be forthcoming. 
This will satisfy your correspondent that you are doing business in a businesslike way. 
The Department furnishes many forms that are helpful to you and that will expedite 
the conduct of your routine correspondence. It is also essential that you reply to 
departmental correspondence promptly and give all of the facts relating to a subject 
in your first reply. A great deal of labor is wasted when additional letters must be 
written to secure the facts. Adopt a simple, clear, understandable form of expression in 
your preparation of all of your letters, and have them prepared carefully and neatly. 
Often the patron or the official in the Department who receives your letter has no other 
means of judging you, so it is important that your correspondence be truly representative 
of the Postal Service and of you as an individual official. 


That, of course, was Postmaster General James A. Farley, speaking to a 
district Postmaster’s Convention. He closed his talk with... . 


| am proud of the accomplishments of the postal establishment and grateful that 
with your cooperation and help we are keeping the Post Office in the front rank of 
vovernmental agencies, and I want to express to each and everyone here my sincere 
personal appreciation for the fine job you are doing. 


It is your reporter's personal opinion (based not on politics—but on a 
close association with the Post Office for more than a twenty year period) 
. . . that Jim Farley has done more to humanize and harmonize the Post 
Office service than any other man in his position. The Post Office Department 
changed when Farley stepped in. A new spirit of helpfulness and courtesy 
developed. No longer were customers “ragged” for minor violations of the 
rules. It became easy and comfortable to sit in a Postmaster’s office and talk 
shop. On a percentage basis, the Post Office has fewer dissatisfied customers 
than any business in the world. It is a great institution. Our advice (or 
questions) to those who kick about the postal service .. . 


a. Are you sure you are following all the rules (which had to be made to establish 
an efficient standardized system) ? 


hb. Have you ever visited a post office to learn their problems and their methods? 


c. Have you ever visited your Postmaster or the “Chief of Classification” (most 


important contact) to get their advice, or to iron out problems or complaints? 


d. Don’t carry a chip on your shoulder. The Post Office is a big business. It has 
nearly 400,000 employees. It has to have rules. The fellows who are carrying 
out these rules are honest, likable, ordinary human beings, working for a living 

. just like you and me. You will get from them exactly what you give. Are 
they perfect? Are you? 
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° EXPLAINING 
i 4 ENDORSEMENTS 
y man’s 
IN OUR JULY ISSUE, we printed a letter 
+ from Garth Henrichs of Litchfield, Illinois, 
4 complaining about the multitudinous forms 
| desk of rubber stamps used by Post Offices to 
. ® endorse undeliverable mail. He sent an 
r exhibit, which we sent to Washington. 
of Here is an explanation received from 
Th Division of Classification: 
mn 
ir The situation has come about gradually 
S as through the years the individual post of- 
m fices have acquired handstamps they use in 
t us endorsing such matter. It would be a tre- 
is mendous undertaking to supply the forty- 
a4 if (~- ) 6 l U.lhUugee odd thousand post offices and stations with 
standard equipment of this nature and any 
- improvement can only be brought about 
m gradually. We can, however, insist on legi- 
_ bility and complete, definite endorsements. 
.. We have repeatedly called the attention of 
il postmasters to the necessity of observing 
ne these requirements and in view of Mr. 
_ Henrichs’ experience will again bulletin 
os our postmasters on the subject.” 
be 
™ True to their word . . . the Department 
I. printed the following order in Postal Bulle- 
wat tin of August 9th. 
ve 
Undeliverable third-class mail returned to 
the senders in accordance with their pledge 
a N t | ri | Ediph f h Dp ] to pay return postage is frequently en- 
ew ncewse I one ror t c Csi dorsed so carelessly or insufficiently that it 
fails properly to show the reason for non- 
lat They’re ordering it on sight—this design of thoroughbred taste makes delivery, as required by the Postal Laws 
of new enclosed Ediphone for your it fit in everywhere. and Regulations. 
as desk. From coast to coast it Is And it’s all set to go into action in _ | | | 
‘apidly | ine distinguished a split second. Without fuss or wait- nhe object of returning undeliverable 
raPlGsy SOCOMINE Cistingsronc } ' ; mail of this kind is to enable the senders 
d equipment on the modern execu- ing you get out letters, Instructions. to correct their mailing lists and prevent 
d ) tive’s desk. You’ve never seen a memoranda; record appointments the continued sending of matter which can- 
rst more sleek instrument—a triumph and reminders. You sail through a not be delivered. Inasmuch as the mailers 
nt in compact, modern design. So lot of work in little time. You and consider this matter so important that they 
SV compact that it takes up less desk your secretary gain 20% to 50% in ol — ine yoied the oor a ” 
. : order to obtain this information, the Postal 
he space than a sheet of letterhead business capacity. Service should do its part by seeing to it 
lk paper. Phone the Ediphone (your city) that proper endorsements are placed on 
ors New features — or write Dept. R8. such returned mail. Postmasters and other 
or Truvox recording Thomas A. Edison. postal —— ee — are 
rT - _N requested to be more careful in tuture in 
on eaten —— So ane. W. Os “ae alien these endorsements in order that 
ish oe en An elec- In Canada, Thomas mailers may obtain the fullest benefit from 
tric eye winks if A. Edison of Canada. the return of the matter and cause for 
\ ou’re not using it Ltd.. 610 Bay Street. complaints be avoided. 
correctly. Modern Toronto. 
ost : Important: If some reader of The Re- 
: porter will design a practical form for the 
has Closed — No Old-fashioned Protrusions nap in question, we will submit to Post 
Office Department. If it is approved 
~~ the form may be given to all Postmasters 
‘we SAY IT TO THE as a model to use when purchasing new 
™ rubber stamps. 
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A SUPPORTER FOR MR. DEAR 


1 AGREE with Mr. Dear of the “Jersey Jour- 
nal” 100% when he says, that “Much Mail 
Is Pure Junk.” I would say that much of 


it is “PURE BUNK.” 


About 98% of such “Stuff” as I receive 
goes into the wastebasket. 


[ am sure that the postman would offer 
up a prayer, if most of it never was mailed. 


G. G. Dawes, Orange, New Jersey 


Reporter's Note: Never make statements 
you cannot substantiate. Your last line 
indicates lack of research. Postmen like 
the mail—-the more the merrier. Without 
it they wouldn’t have a job. 


But to counterbalance Mr. Dawes 
we ll give you part of the humorous letter 
received from Frank S. Cronk, (Advertis- 
ing) of Denver, Colorado. 


“When I received your sample copy and 
that yeller sheet fell out, askin’ me to 
donate three buckaroos to your milk fund, 
I said to myself, ‘What, me cough up 
three lozenges for a rag like that? Not 
on your mother-in-laws best opinion of 
you (which probably aint much) but three 
smackerinos IS/ 


And then (in a weak moment) I read— 
‘Dear, Dear, Mr. Dear and I got to thinkin’ 
that that come-back at that Jersey Mus- 
keteer was worth three washers alone—even 
if | never get no more mags a tall.” 


BAD LOGIC 


REPORTER JESS ROBERTS of Atlanta sent us 
a mail order letter received from a firm 
which sells ties. There are three long para- 
graphs on the page (see Frank Egner’s 
formula). The first four sentences in 
third paragraph read... . 


But, price alone won't sell our ties. It 
might get us the first order but it won't 
hold our trade. The tie has got to be right. 
Upon delivery it cannot be just another 
mail order “let-down.” 


Jess didn’t like the letter, nor does your 
reporter. He says: “It is wise when using 
a single medium of advertising to build 
respect for the medium as well as the 
product.” 


No mail order man should infer that 
mail order buying will cause a “let-down.” 
But all mail order sellers should cooperate 
with The Reporter and with the Post 
Office Department to clean out the crooks 
and the let-downers. 
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WHY SALES GO DEAD 
Or... how not to follow-up 


This is too good to keep! Bernard Segal, Advertising Manager of 
Holland Laundry, Inc., Jersey City, was a “student” in the Direct Mail Course 
last spring. The students have been keeping in close touch with the Dean. 
We are glad to see that Bernard has become ultra-conscious of follow up— 
and we give you the gem of a letter which he wrote to a certain manufacturer 
of a machine which Bernard thought he might like to buy after seeing their 
advertising. The letter is self-explanatory but we've changed (indicated by 
italics) a few phrases to hide identity . . . since a stupid clerk may have 
been suffering from the heat, and gve don’t want to get anyone fired. Here 
is the letter: | 


Either I'm the kind of a guy who sees double or else this is where I came in. 


It seems that on August 4th I got kind of interested in that new model of yours 
and so I wrote to you and asked for specifications, prices and the usual 
information. 


On August 7th you answered me. The letter was so neatly Multigraphed and 
personalized that it never occurred to me that you hadn’t taken the time to sit down 
and actually dictate it to a stenographer just for me. 


Well, after reading the letter, the interesting folder and the three testimonial 
letters | was more than ever interested in the machine. So what did I do? 


I sat down and wrote you another letter on August 9th. I asked you if you had 
a distributor in the New York area who could come over here and demonstrate your 
machine. Nobody could tell (not even myself) if I was actually going to buy one of 
these models. But I considered myself a hot prospect anyhow. 


Today (August 12th) your answer came, Mr. Smith. Again it was one of your 
neatly Multigraphed letters, personalized up to the eyebrows. Everything in this letter 


was the same as in the first . . . except the date line and the date in the second 


paragraph. 
For the second time you sent me the three testimonial letters (which I refuse to 


read a second time) and you told me again “What a Pleasure to umph with the 
Newmodel,” 


Of course, you must be very busy, Mr. Smith, working to capacity in order to 
keep up with deliveries that can only be promised in thirty to sixty days. It isn’t 
exactly fair for a prospective customer to expect you to read all the letters that are 
addressed to you. It’s enough that you “answer” them. 


So just send me out another form letter and we'll keep on writing to each other. 
[ don’t have anything much to do on Saturday mornings anyhow. 


Maybe some day I'll take a trip to your city and bring my own desk along so I 
can... try it myself—on my own umphing problem——at my own desk. 


What a wonderful thing an inquiry is. Someone . . . out there in the 
unknown . . . has had desire stirred in his breast by reading an advertisement 
of yours. You have paid plenty to have that beautiful Ad run. The Agency 
has collected its 15% commission. Everybody is happy—including the boss 
who likes the looks of the Ad—and is gratified that inquiries are “being 
received.’ And yet the answering of these valuable, priceless inquiries is 
left to a routine office staff . . . which in this case clearly demonstrated 
that they didn’t care a hang whether Bernard Segal bought a machine or not. 
Check your follow-up of inquiries. That’s the most important link in your 
advertising chain. It is usually the weakest. 


























1939 DIRECT MAIL LEADERS CONTEST 
OPEN TO ALL USERS 


P You are invited to participate in the DMAA and we urge that you read every word of it. By so 
| LEADERS’ Contest for the valuable awards listed in doing you will be helping yourself through the rec- 
e€ . ene ° . ° ° 
this announcement. ognition that it will bring to you and your organiza- 
1. . ° . — 
; ; ; tion . . . and you will be helping the advertising 
_ Many of you were winners in previous years and ' 
anil profession and industry as a whole to learn how to 
r will enthusiastically enter this Contest in the same ' 
| “a ; ae do a better job for greater sales results through the 
ir spirit that has made it a tradition through the years. , thn 
: powerful medium of Direct Mail Advertising. 
- Those of you who are not thoroughly familiar with The rules are simple, and very little effort is required 
~ this activity will be interested in this announcement to participate. Briefly, here is the story in a nutshell— 
1. First, fill in the entry blank, on the back of which are complete rules and regulations for your guidance. 
2. We then send you complete instruction sheet and suggestions for your preparation of a portfolio to convey your 
campaign and story to the Judges of this Contest. 
3. You, as an entrant, then simply submit a Direct Mail effort produced during 1938 and/or up to August 15, 1939, 
rs which has brought results for you and which you feel deserves some recognition for its planning and effectiveness. 
al 4. Recognition of the FIFTY LEADERS, of Runners-up, of Special Awards, and Producers, will be extended to those 
decided upon by the Board of Judges. This is completely outlined under the heading “Recognition of Winners.” 
5. Full publicity on, and display of all winning campaigns will continue all through the next year, for the benefit of 
id your company and in the interests of good advertising. 
vn 
This year's Chairman of the Board of Judges is Pro- difference, just so long as the unit or campaign as a 
, fessor Kenneth Dameron, Professor of Marketing, whole was successful and produced results. Size of 
a . . . ° . . ° ° es 
Ohio State University, and his collaborators will be company or campaign will not influence the decision 
Dr. Paul H. Nystrom, Professor of Marketing, Colum- of Judges. 
- bia University, and three other prominent, capable Your campaign may have been planned to help 
ur , , , , a ' 
of and impartial Judges. They will base their decisions dealers sell more, to promote new jobbers and deal- 
by rating your campaigns as follows: (1) Results, ers, to secure more consumer customers, to help or 
. 90 points; (2) Continuity and Plan, 25 points; (3) Copy, educate salesmen, or to produce better results during 
u . . . i ° 
in Design, and Physical Appearance, 25 points. a special season, or an all year ‘round promotion 
nd | campaign. Its purposes may have been many, but 
Your campaign may consist of any number of pieces the most important point considered by the Board of 
_ or parts — one brochure or fifty pieces. It makes no Judges is — DID IT BRING THE DESIRED RESULTS? 
he 
gee MAIL YOUR ENTRY BLANK TODAY... . - * 
It is not too early to get started now, so that you will have ample time to submit your campaign in prize-winning form. 
to Read the entry blank, sign your name and enclose your check for the small entry fee of $5.00. Send it to us 
n’t immediately and we will forward you instruction sheet and full information to simplify your carrying out the few 
ire operations involved. (See next page for AWARDS) 


DIRECT MAIL LEADERS CONTEST 
OF 1939 


SPONSORED BY THE DIRECT MAIL ADVERTISING ASSOCIATION, INC. 
and open to participation by all USERS of Direct Mail Advertising 





To the DIRECT MAIL ADVERTISING ASSOCIATION, INC. 
17 East 42nd Street, New York, N. Y. 


@ We wish to enter the DIRECT MAIL LEADERS CONTEST of 1939, in accordance with the se 
rules and regulations printed on the reverse side of this entry blank, for which we are enclosing 
a check to cover entry fee of $5.00. 





@ Please send full information regarding the preparation of portfolios and the procedure we 
are to follow to qualify for the Awards. 


SZJINY HOI AOWAG FIIs 


ur 


“> 


COMPANY NAME 





ADDRESS STATE 








INDIVIDUAL POSITION 

















be 


| ENTRY BLANK 





RECOGNITION OF WINNERS! 


DIRECT MAIL LEADERS CONTEST OF 1939 


BY THE 


DIRECT MAIL ADVERTISING ASSOCIATION, INC. 


e Awards for 50 Leading Campaigns 

Out of all entries submitted, fifty campaigns will be selected as the FIFTY LEADING DIRECT MAIL 
CAMPAIGNS of 1939. The winners will receive special recognition in the form of the DMAA traditional Certi- 
ficate of Award, carrying with it national recognition of outstanding achievement. All winners and producers 
of winning campaigns will be announced and introduced at the 1939 Convention banquet, Hotel Roosevelt, 
New York, Sept. 28. 


e Awards for Runners-Up ' 


After the FIFTY LEADERS are selected, the next fifty campaigns that deserve recognition will receive 
Honorable Mention Certificates of Achievement in Direct Mail. 


special Awards 
As a further inducement to all entrants, there will be the following awards: 
1. The PRESIDENT’S CUP — by L. Rohe Walter, President of the 3. The CURTIS 1000, INC. CUP — by J.B. Howard, Sales Promotion 
Direct Mail Advertising Association, Inc., and Advertising Mana- Manager and Treasurer of Curtis 1000, Inc., Hartford, Connecticut. 
ger of The Flintkote Company, New York, N. Y. For: ‘Most Effective Use of Envelopes as a Promotional Feature in 
For: ‘‘The Most Outstanding Manufacturer's Direct Mail Campaign a Direct Mail Campaign.” 

of Jobber, Dealer, Consumer Promotion.” 4. The REPORTER CUP—by Henry Hoke, Editor of The 
2. EFFECTIVE LETTERS CUP —by Arthur W. Theiss, Chairman REPORTER with Postage and The Mailbag, New York, N. Y. 
of DMAA Membership Committee, and Sales Promotion Manager For: “The Most Effective Use of Good Showmanship in a Direct 
of The Ohio National Life Insurance Company, Cincinnati, Ohio. Mail Campaign.” 
For: “Achievement Through the Use of a Letter Campaign.” (OTHER SPECIAL SURPRISE AWARDS TO BE ANNOUNCED LATER) 


@ Recognition of Producers 


Special Certificates of Awards will be given to all Producers who are recognized by the Winning Advertisers 
as having played an important part in the production of such winning campaigns. 


®@ Recognition Through Display 

All Winning Campaigns will be prominently displayed at the Direct Mail Advertising Association's Fall 
Convention. They will be reviewed during the Convention Program, and at Advertising Clubs and Exhibits all 
over the country during the next year. Then they will be placed for permanent display with leading Universities 
and Colleges selected by the Board of Directors. All winning campaigns will also become a permanent part 
of the Direct Mail Advertising Association's Research Library. 























RULES 


FOR DIRECT MAIL LEADERS CONTEST O F 1939 


1. The Contest is open to all users of Direct Mail Advertising,— pro- of the actual user of the campaign. Producers, however, will be given 
vided the campaign does not advertise supplies, equipment, or service certificates showing their names as producers of campaigns that win 
used in the production of Direct Mail. The Contest is not limited to places in the exhibit. 
members of the D.M.A.A. 8. The Campaign shall be judged by a Committee of five to be appointed 
2. Entry fee is $5.00, payable in advance. An additional fee of $5.00 is by the President of the Direct Mail Advertising Association, Inc., one of 
to be paid by the 50 Leading Award Winners, when submitting thei: whom shall be a member of the Association’s Board of Governors, and of 
four additional identic al portfolios, to help offset part of the cost of the the others, three shall be users of Direct Advertising and one a producer 
Contest and physical handling of the campaigns. or supplier. 

— ; . 9. In picking winners for the exhibit the Judges shall allow not to exceed 
3. Closing date for entries shall be 5:00 P.M., September 15, 1939. 50) points sng a0 from the campaign; ig exceed 25 points for con- 
4. Entries shall be mounted on heavy black cover paper or black card- tinuity, or cohesion, plan, etc.; and not to exceed 25 points for copy, 
board sheets 20” x 26”, folded once to form a 13” x 20” portfolio, cover illustration, and general appearance; 100 points shall be the highest any 
to be left blank. Attractive colored labels of uniform design bearing campaign shall receive. 
name of the entrant will be affixed by the Association on all winning 10. Each contestant shall submit a signed statement on his own letter- 
entries. (Full information on instruction sheets.) ° head as to costs, quantities, methods of distribution of the campaign, 
5. One portfolio of your complete campaign shall be submitted with the results, and any other information that may assist the Committee in 
understanding that if chosen for the Direct Mail Leaders’ Exhibit four judging the entry. 
additional identical portfolios will be supplied by you. Awards will be 11. No member of the Board of Governors, nor anyone connected with 
made only when this rule is complied with and the second fee of $5.00 the Association in any other official capacity shall be eligible to enter 
has been paid. specimens for this exhibit. 
6. Specimens entered must have been used during 1938 and up to 12. All Winning and Honorable Mention campaigns will be shown in 
August 15, 1939, but no campaign shall be eligible for entry in more the Educational Exhibit at the Direct Mail Advertising Convention, 
than one year. New York City, September 27th, 28th and 29th, 1939. No specimens will 
7. Producers, with their clients’ permission, may enter campaign pre- ON , returned ~ entrants. — . 
pared for their chents. The letter outlining the purpose of the campaign 13. There shall be no appeal from the decision of the Judges. 
and results secured must be on the client’s stationery and signed by 14. All checks for payment of entry fee to be drawn and mailed to Direct 
an executive of the client’s company. Awards will be made in the name Mail Advertising Association, Inc., 17 East 42nd Street, New York, N. 








NOTE Instruction Sheet and Form for furnishing information will be sent upon receipt of the enclosed Entry Blank. 
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DIRECT MAIL ADVERTISING ASSOCIATION, INC. 
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It is a real pleasure to invite everyone interested in more 
effective merchandising to attend the sessions of the 22nd 
Annual Convention of the Direct Mail Advertising Asso- 
ciation. 

All merchandisers are invited because practically every 
business man who utilizes sales promotion to enlarge and 
intensify his selling force makes use of Direct Mail Adver- 
tising in one or more of its varied forms, irrespective of the 
size of his business or the advertising appropriation. 

Direct Mail Advertising is an effective, efficient and 
economical medium for business and sales promotion. It é 





has many uses. For some of these uses no satisfactory sub- 
stitute is available. 

It is the sales-mate and not the competitor of other power- 
ful advertising media—newspapers, magazines, outdoor, 
car-card, window display, radio and business film promo- 
tion. Properly coordinated with these modern sales tools, 
Direct Mail Advertising widens their influence and in- 

‘creases their power. 

The Direct Mail Advertising Association believes that the 
speakers appearing before the 1939 Convention, assembled 
by Mr. Frank L. Egner of the McGraw-Hill Book Company 
and his associates on the Program Committee, have valuable 
experience-gotten information to contribute on the Conven- 
tion theme of ‘Direct Mail As A Management Tool.”’ 


President 





DIRECT MAIL ADVERTISING ASSOCIATION 




















PROGRAM 


WEDNESDAY 
September 27 


* 


9 A. M. until 10:30 A. M.... 
Reception and Registration of Delegates— Mezzanine Floor. 


* 


SESSION I 
10:30 A. M. until 12 Noon . . . Hendrick Hudson Room—Lobby Floor. 


DIRECT MAIL AS A MANAGEMENT TOOL: 
Keynote Address by L. ROHE WALTER, Advertising Manager of The Flintkote Company, 
New York City. President of DMAA. 

1939 DMAA CONVENTION OBJECTIVES: 
FRANK L. EGNER, Asst. Vice-President, McGraw-Hill Book Company, New York City. 
Chairman of 1939 DMAA Convention Program Committee. 

WHAT DOES MANAGEMENT THINK OF DIRECT MAIL? 


E. J. POAG, Asst. General Sales Manager, Dodge Division, Chrysler Corporation, Detroit, 
Michigan. . 


* 


SESSION II 
Luncheon Meeting...12:30 to 2 P.M...Grand Ballroom—Mezzanine Floor. 
(Mass Meeting of all delegates and the members of 
New York advertising and sales management groups.) 
Chairman... LEONARD J. RAYMOND, President, Dickie-Raymond, Boston. 


Speaker: WILLARD M. KIPLINGER, President, The Kiplinger Washington Agency, Wash- 
ington, D. C. ... Subject: WHAT'S AHEAD IN WASHINGTON!” ... (Note: Mr. Kiplinger 
will answer questions from the audience following his address.) 


* 


SESSION III 
2:30 P. M. until 5 P. M. . . . Hendrick Hudson Room. 


Chairman... MILTON WRIGHT, McGraw-Hill Publishing Co., New York City; DMAA Public Rela- 


tions Counselor. 


1. THE IMPORTANCE OF PUBLIC RELATIONS IN BUSINESS . . . Howard M. Allen, Sales 
Promotion Department, Johns-Manville Corporation, New York City. 


2. TELLING THE STOCKHOLDER .. . James P. Selvage, Selvage & Smith, Public Relations 
Counselozs, New York City. 


3. USING DIRECT MAIL TO SELL TO DEPARTMENT STORES... E. B. Weiss, Vice-Presi- 
dent, Grey Advertising Agency, New York City. 


4. TEACHING EXECUTIVES TO DO A BETTER PUBLIC RELATIONS JOB WITH BETTER 
BUSINESS LETTERS . . . Charles R. Wiers, Vice-President in Charge of Sales, DeLong 
Hook and Eye Company, Philadelphia, Pennsylvania. 


* 


ANNUAL BUSINESS MEETING 
For Members of DMAA Only. 5to6 P.M... . Hendrick Hudson Room. 








THURSDAY 
September 28 
* 


SESSION IV 
9:30 A. M. until 12 Noon... . Grand Ballroom. 


Chairman ... HOMER J. BUCKLEY, President, Buckley, Dement and Company, Chicago. 


1. CHARACTERISTICS OF DIRECT MAIL IN THE EUROPEAN MARKET . . . Arthur Chad- 
wick, Chadwick-Latz, Limited, London, England. 


2. USING HIS MAJESTY’S MAIL FOR PROFIT . . . Elton Johnson, Vice-President, Clark 


Locke, Limited (Advertising Agency), Toronto, Ontario. Past President of The Advertising 
& Sales Club of Toronto. 


3. USING DIRECT MAIL TO PEP UP SALESMEN ...S. L. Banks, Sales Promotion Manager, 
The McCaskey Register Company, Alliance, Ohio. 


4. USING POSTER STAMPS IN DIRECT MAIL. . . Burton Lee Trodson, Advertising Man- 
ager, Mid-States Gummed Paper Company, Chicago. 


5. SOLVING A DIRECT ADVERTISING PROBLEM .. . A Dramatic Interlude. 
* 


SESSION V 
Departmentals— 2:30 P. M. until 5 P. M. 


1. BETTER LETTERS... Grand Ballroom. 


Chairman—ROBERT K. ORR, President, Wolverine Life Insurance Company, Lansing, 
Michigan . . . Assisted by such letter experts as Nicholas Samstag of TIME Magazine and 
Richard Cole of The Earl Allen Company, Omaha, Nebraska. 


2. HOUSE ORGANS : . . Hendrick Hudson Room. 


Chairman—KENNETH E. COOK, Head of Publications, Standard Oil Company of New Jer- 
sey, New York City . . . Assisted by leading house organ experts, including a newcomer in 
the field that everyone will want to hear. 


3. CIRCULATION PROMOTION . . . Room E—Mezzanine Floor. 


Chairman—J. E. BLACKBURN, Circulation Manager, McGraw-Hill Publishing Co., New 


York City . . . Assisted by the best brains among the men who use Direct Mail for circulation 
promotion. 


4. SOCIAL SERVICE . . . Room A—Mezzanine Floor. 


Chairman—MAURICE P. NEIGHBOR, Maurice P. Neighbor & Associates (Social Service 


Counselors), New York City . . . Assisted by experts from within and without the social 
service field. 


(Note: Three or more speakers will take part in each Departmental Session. Space does not 
permit the listing of their names. Each Departmental Session will be followed by group dise 
cussion and a question and answer session.) 


* 
ANNUAL BANQUET 


Speakerless .. . Entertainment . . . Dancing. 7 P. M. Grand Ballroom. 


FIRST ANNOUNCEMENT of Winners of 1939 DIRECT MAIL LEADERS CONTEST and 
Runners-up. Awarding of SILVER CUPS and other special awards during banquet. 



































FRIDAY 
September 29 


= 


SESSION VI 
9:30 A. M. until 12 Noon . . . Grand Ballroom. 


Chairman... E.d. MURPHY, Manager, Dictaphone Corporation, Los Angeles, DMAA West Coast 


Governor. 


1. SELLING GOVERNMENT BONDS BY MAIL... James W. Bryan, Chief, Information Sec- 
tion, U. S. Treasury Department, Washington, D. C. 


2. A PUBLIC UTILITY USES DIRECT MAIL TO GOOD PURPOSE . . . Henry Obermeyer, 
Asst. Vice-President in Charge of Advertising, Consolidated Edison Company, New York 
City. 


3. WHAT DOES THE RECIPIENT THINK OF YOUR DIRECT MAIL? ... A Dealer—Arthur 
H. Van Voris, Cobleskill, New York... A Purchasing Agent—Thomas D. Jolly, Director of 
Purchases, Aluminum Company of America, Pittsburgh, Pennsylvania ... A Housewife— 
Mrs. William Healy, Scarsdale, New York. 


SESSION VII 
Departmentals—2:30 P. M. until 5 P. M. 


1. DIRECT SELLING . . . Hendrick Hudson Room. 
Chairman—JOHN SWEET, Poor’s Publishing Company, Boston. 


2. INDUSTRIAL SELLING. . . Small Ballroom—Mezzanine Floor. 


Chairman—HERB MERCREADY, Sales Promotion Manager, Magnus Chemical Company, 
Garwood, New Jersey. Vice-President, National Industrial Advertisers Association. 


3. FINANCIAL . . . Room E—Mezzanine Floor. 


Chairman—PRESTON E. REED, Executive Vice-President, Financial Advertisers Association, 
Chicago. 


4. RETAILING... Foyer—Mezzanine Floor. 
Chairman—J. LEVINE, Vice-President, Grey Advertising Agency, New York City. 


(Note: Three or more speakers will take part in each Departmental Session. Space does not 
permit the listing of their names. Each Departmental Session will be followed by group 
discussion and a question and answer session.) 








CONVENTION MEETINGS and special events in the Roosevelt Hotel, Madison Ave. and 45th St., New York. 


THE REGISTRATION DESK and Information Headquarters on the Mezzanine Floor near the elevators. 


% 


* 


THE CONVENTION ENTERTAINMENT COMMITTEE has completed arrangements for outstanding recre- 


ational events for delegates and their wives during their visit to New York. In most cases, 


lower rates have been obtained. Delegates and friends will find complete details available 
at the Registration Desk for these and other entertainment features: . 


‘“‘WORLD’S FAIR WONDER TOUR” via motor coach... “GRAND TOUR OF 
NEW YORK” via motor coach .. . ‘“‘“NEW YORK NIGHT TOUR” via motor coach 
... TOUR THROUGH OCEAN LINER ... HUDSON RIVER TRIP .. . HAYDEN 
PLANETARIUM (‘Theatre of The Stars’’)—combined with trip to American 
Museum of Natural History ... RADIO CITY STUDIO and Television Tour... 
RADIO BROADCASTS ... ROCKEFELLER CENTER TOUR... NIGHT CLUB 
ENTERTAINMENT TOUR... STEAMER SIGHTSEEING TRIP AROUND MAN- 
HATTAN ISLAND ...TO WORLD'S FAIR BY SPEEDBOAT... 


* 


THE FIFTY DIRECT MAIL LEADERS OF 1939 (as selected by Professor Kenneth Dameron, Professor of 


REGISTRATION: 


Marketing, Ohio State University, Dr. Paul H. Nystrom, Professor of Marketing, Columbia 
University, and three other outstanding Judges) will have their premier showing at this Con- 
vention. See them—inspect them—study them. Duplicate copies are available to DMAA 
members in the Headquarters Research Library, 17 East 42nd Street, New York. 


* 


Everyone interested in Direct Advertising is eligible to attend the Convention. It is not 
necessary to be a member of the DMAA. The all-inclusive registration fee is $15.00, which 
includes all Convention sessions; the opening luncheon ($2.50); and the annual banquet 
and dance ($5.00). Those wishing to attend all the sessions (exclusive of luncheon and ban- 
quet) can do so for a registration fee of $10.00. Individuals who do not wish to register for 


the entire convention can attend any single morning or afternoon session at a special rate 
of $2.00 per person. Attendance at all sessions will be limited to those bearing registration 


cards. For further details consult The Direct Mail Advertising Association, 17 East 42nd 
Street, New York. 



































The Direct Mail Advertising Association gratefully 
acknowledges its indebtedness to three of its members 
for this program. 


Printed by Rogers-Kellogg-Stillson, New York. 


Design and layout by Bob Smith, Art Director, 
The New York World’s Fair. 





THE DIRECT MAIL ADVERTISING ASSOCIATION, INC. 


Organized in 1917 to promote the mutual interest of USERS of Direct Mail Advertising—to previde an authentic source 
of facts, information, counsel and service for its members—to champion the cause, value and result-producing effec- 
tiveness of Direct Mail as a management tool. 


* 


For 22 years, hundreds of aggressive business houses have utilized, to their profit and pleasure, the facilities and services of the 
DMAA. Through active membership they have directly made money and saved money—they have taken advantage of ideas and 
avoided mistakes—they have given to their Association ... and have received more in return—in business, profits and friendships. 


* 


Summarized below is a brief outline of member service, available #o users of Direct Mail Advertising at the nominal 
membership dues of $20.00 a year. For further information write to DMAA Headquarters. 


1. BULLETINS and SPECIMENS ... at least 12 to 24 bulletins a year, with vital information concerning current activities of 
the many phases of Direct Advertising—news items, facts, ideas, successful tests, novelties, new rules and 
regulations, new appeals, forms and usages. Accompanying these bulletins are specimens of current, original 
and resultful ideas from which you obtain new slants on format, copy and unusual treatments. 


2. The REPORTER ... official monthly magazine of the DMAA, full of TRUE reviews, sparkling editorials, experiences oi others, 


discussions of vital subjects—ideas that may prove to be worth thousands of dollars to you. 


3. The RESEARCH LIBRARY ... Every day in the year, the only complete Direct Mail Library in the world is working for 

individual members. The service is unlimited. Whether a member lives next door or three thousand miles away, 
the Library and Research staff are available—by wire, phone, letter or personal call. It is an ‘idea mart’’—a 
source to which you can turn when you are seeking facts or an idea for the planning of a new campaign or a 
mailing. 
The Library contains more than a half million pieces of Direct Mail produced during the last ten years. All 
pieces are cross-indexed under more than eighteen thousand classifications such as,—format, use, appeal, 
nature of business, etc. The Library holds some thousand or more portfolios of complete campaigns that have 
been entered in the Annual Direct Mail Leaders contest. In these portfolios appear detailed descriptions of the 
plan, purpose, costs and results of the campaigns. Also in the Library are facts, stories, histories and statistics 
about Direct Mail. Members of the DMAA have the privilege of borrowing material from this Library for a 
reasonable time—enough for a thorough review of the pieces which have been carefully selected to meet the 
need of an individual request. 


4. RECOGNITION OF DIRECT MAIL LEADERS—ANNUAL CONVENTION —HEADQUARTERS FACILITIES ... 
(a) Each year the NATION’S LEADING DIRECT MAIL CAMPAIGNS are awarded recognition for their effec- 
tiveness by a board of competent judges. All members are eligible to submit their material for consideration. 
All members benefit through a knowledge of the case histories of these campaigns—which are available for 
your study. 


(b) ANNUAL CONVENTION— is staged in a different city each year to bring together the Association’s mem- 
bers for three days of intensive discussion of Direct Advertising in all its phases. Talks by experts. 


(c) HEADQUARTERS—are open daily to members for Library references, personal inquiries, consultation 
services, or as a meeting place for members and their friends. It is the only Direct Mail Advertising Center— 
open to YOU. (Consultation service and inquiry service by mail or wire promptly executed.) 


* 


INTERNATIONAL BOARD OF GOVERNORS 


L. ROHE WALTER .. . (DMAA President) . . . The Flintkote Company, New York, N. Y. 
RICHARD MESSNER... (DMAA Vice-President) ...E. E. Brogle & Company, Inc., New York, N. Y. 
NATHANIEL W. BARNES... (DMAA Treasurer) .. . Assn. of Con. Management Engineers, New York, N. Y. 


BACON BRODIE... (DMAA Canadian Vice-President) .. . Representing Canadian and Foreign Members, Charters 
Publishing Company, Ltd., Toronto, Ontario. 


ARTHUR W. THEISS, The Ohio National Life Ins. Co., Cincinnati, Ohio. 

JOHN W. LADD... United States Building & Loan League, Chicago, Illinois. 

J. B. HOWARD, Curtis 1000, Inc., Hartford, Connecticut. 

RALPH A. SNOW .. . Davenport Hosiery Mills, Inc., Chattanooga, Tennessee. 

K. E. KELLENBERGER, Union Switch & Signal Company, Swissvale, Pennsylvania. 

ROBERT J. FLOOD... Thompson, Flood & Rowland, Inc., New York, N. Y. 

E. J. MURPHY .. . Representing West Coast Membership, Dictaphone Corporation, Los Angeles, California. 


MANAGING SECRETARY + JANEL. BELL «+ 17 EAST42NDSTREET + NEW YORK CITY 


THE DIRECT MAIL ADVERTISING ASSOCIATION, INC. 
17 East 42nd Street, New York City Telephone—Vanderbilt 6-1479 
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$5.00 FOR BEST ANSWER 


Here is a test for some of you who like to analyze direct mail problems. 


A manufacturer and wholesaler of Home Furnishings wished to revive 
inactive accounts and also reduce catalogue expenses. 


He sent the following test letter to 100 accounts (retailers) who had not 
purchased in past three years. 


We know of one firm that makes a charge for a copy of their catalog! ! That’s 
reasonable, for good catalogs are valued as instruments of profit production—i/ used. 


If we followed this plan, you’d owe us $2.00, for that is about what it cost us to 
place the best book that has yet been produced in our lines, in your hands. 


Now let’s be honest with each other. 


We sent you this catalog, fully expecting orders in return (“Postage free” order 


blanks in back of book). 


So far, no word from you. 


Now if the book is useless to you, we'd like for you to return it. We'll pay for 
the postage. 


We'd much rather have an order, by return mail, on one of the “postage free” 
blanks—that will be all that is necessary to tell us that you wish to keep the catalog. 


This is an actual case submitted by a reader of The Reporter. 


For the best analysis and correction of this letter, your reporter will 
send a small honorarium of $5.00. The winner will be selected impartially 
by the instructors in The Direct Mail Course. 


If you think it is good—leave letter as is and give reasons why. 


If you correct or rewrite letter, give reasons. 


Make your answer brief. Type it. Put your name on back. Answer 


must reach us on or before October 10th. Winning analysis will appear in 
Reporter of October activities. 


* 
THANKSGIVING (?) 


Historian will laugh at some of the headlines which greeted the citizens 
during the sultry month of August. Comic relief on a field of yellow crisis. 
The Gold Palm for Supreme Silliness goes to the Newspapers who tried to 


distort the changing of the date of Thanksgiving into a cause for political 
mudslinging. 


Did you notice how the newspapers shut up . . . quickly? Do you know 
why? It is a fairly well established fact (provable by charts) that our 
varying calendar causes a fluctuation in seasonal business . . . the fluctua- 
tions being caused by the dates of national or religious holidays . . . whether 
they are before or after an established NORM. That is, if Easter is earlier 
than NORM—the merchants and manufacturers suffer from decreased sea- 
sonal purchases, 


The truth about the Thanksgiving squabble is . . . that the calendar is 
haywire this year. The merchants, and others, were worried about the short 
three week interval before Christmas. In normal times, retail stores do 12 
to 15% of their total annual business between Thanksgiving and Christmas. 
Get that. Lew Hahn, able and courageous general manager of the National 








OPPOSITE REACTIONS 


WHAT MAKES BUSINESS so interesting—and 
particularly direct mail—is to watch how 
people react differently to the same thing. 
The big job is to try to find the “thing” 
that will get a profitable percentage of 
people to say YES. 


Here’s an interesting case: 


1. A printer (name deleted) writes to your 
reporter in this fashion. “Your mailing 
piece soliciting subscriptions to your 
magazine is one of the worst jobs of 
promotion I have ever seen. If your 
magazine is no better than your promo- 
tion I would not care to be bothered 
with it. In your position, you should 
never use anything except the finest 
quality, etc., etc., etc.” 


(Clue: The piece was one color—offset. 
The piece had deliberately been made 
to look economical and hurried because 
if offered a special short-term low rate. 
The printer mentioned above was a 
letter-press man). 


. In another mail . .. along comes a 
letter with check from Spencer Huffman 
(who runs a Printer Sales Service) 
Towson, Maryland. Part of letter. . 


“Your mailing piece appears to me to 
be just about as near perfect an example 
of mail order selling as I have ever 
seen! Will you please give me some 
indication of the results of your mailing 
on this?” 


Reporter's Note: Spencer is talking 
about the same mailing piece . . . which 
incidentally is pulling nicely, around 
4% (during the summer). 


So-o-o . . . on your direct mail, watch 
the kicks carefully . . . but don’t be in- 
fluenced by them too greatly. It’s true 
that you should worry about those who do 
not reply—but in the final analysis your 
success will depend on that old percentage 
figure which shows if you got enough back 
to pay for what you spent. Don’t let any 
other figures or comments fool you. 


TWO WAY BOOKLET 


BOB RAMSEY tells your reporter that Mont- 
gomery Ward was not the first to issue a 
two-way catalogue. (Half of book printed 
one way—then to read other half, you start 
from the back upside down.) 


Bob sent us a copy of the two-way cata- 
logue he issued more than 2 years ago for 
the 42nd Street Stamp Shop, 330 West 
42nd Street. Another novel feature is that 
a perforated return card is printed as part 
of one of the covers ... and folded in. 
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MORE BUSINESS 
REPLY LABELS 


LESTER K. SLAMA of Bakers’ Helper (a 
magazine of Bakery Practice and Manage- 
ment) 330 S. Wells Street, Chicago, sent 
us proof of two page advertisement being 
run for Franklin Baker Division of Gen- 
eral Foods. Bottom of second page con- 
tains (besides coupon) a Business Reply 
Label. Over it appears instructions: 


“Cut out this label—paste it on your 


envelope. Put coupon inside. No stamp 
needed.” 


When we reported the Bloomingdale use 
of Reply Labels in Newspaper Ads ( March 
Reporter) we predicted that this tech- 
nique would be applied to trade paper ad- 
vertising. It is slow coming—but it’s good 
to see one advertising agency (Young & 
Rubican) getting on the band wagon to 
stir up more action from general adver- 
tising. 


TALK! TALK! TALK! 


WE LIKE the booklet issued by Banking 
(Journal of The American Banker’s Asso- 
ciation), 22 East 40th Street, New York 
City. 12 page—4” x 9”. Printed in two 
colors. Title on cover “OPINION 


and Facts”. 


The word talk in lines of 10-point type 

. is repeated in about twelve words io 
a line and is printed at an angle running 
over entire front and back cover in red. 
Two lines of the repetition are carfied 
through on the inside and used as a top 
margin decoration. Copy is good, too... 
but we are commenting here only on the 
clever repetition used for a cover design. 


FACTS 


GOOD IDEA used by The Hecht Company, 
Washington, D. C. 24-page booklet. meas- 
uring 3” x 6”, Titk—“FACTS About An 
Important Washington Institution”. 


Originally issued for distribution among 
employees and officials—created so many 
comments when shown to others—it was 
reprinted and sent to customers with a 
friendly letter . . . letting them in on the 
inside picture. Booklet asks and answers 
many questions about the store, its growth, 
employees, their diversions, conveniences, 
services, etc. . . . and winds up by listing 
trade names of several hundred nationally 
advertised lines carried by Hecht. Good 
public relations. 
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Retail Dry Goods Association appeal to the Department of Commerce. He 
gave Secretary Hopkins the facts and in closing said: 


“I have not sufficient temerity to seek to influence the President of the United 
States in connection with his Thanksgiving Day proclamation, but it seemed to me that 
I should point out to you the situation as it is and to say that if any relief could be 
secured it would be not only good for business but for the public as well.” 


After one week of deliberation, the logical order to change date was 
decided. The President approved . . . for the good of business. 


The newspapers howled: interviewed opposing Governors and tried to 
turn the whole thing into political applepie. It wouldn’t have surprised 
any one if a great news-chain had issued another sticker with “Save the 
Turkey for one more week.” 


And then silence. Why? The National Retail Dry Goods Association 
sent out a PRESS RELEASE giving the true story. Why did newspapers 
stop sobbing for the turkey and defending a hypothetical precedent? Who 


are the best advertising customers of the newspapers? 


Get on the bandwagon, boys and girls. There will be better business 
for Christmas. Some retail stores may feel kindly toward using increased 


amounts of direct mail THIS YEAR. 


BAKERY LIFE...AND A GOOD IDEA 


Last month, your reporter talked about the beautiful copper-covered 


book issued by Union Steel Products Company of Albion, Michigan. 


Advertising Manager, C. D. Davenport, in writing about this item, gave 
us more information which we are passing along. 


Our new House magazine, “Bakery Life,” is issued six times a year—at least that 
is our goal. We have already issued three copies. It is sent to the executives of all 
bakeries in the United States doing a business of $35,000 a year and over. Copies are 
addressed personally to the men rather than to the company. In large companies we 
often have a number of copies going to one office. This publication was designed to 
promote the idea that we make more than one line of products. 


It has been a real problem with us to keep the bakers reminded that we make ovens, 
air conditioning and miscellaneous bakery equipment. They get to thinking of us for 
one line or another, depending upon the amount of promotion that is put on any one 
line. “Bakery Life” we hope will keep them reminded from time to time that we make 
all of these different products. 


Incidentally, we are starting something that might be of interest to readers. From 
lime to time we take pieces of direct mail and imprint them with the wording “This is 
a sample of the work we are doing to help sell more of the products you make. Your 
suggestions will be welcome. Advertising Department.” These samples of our promotion 
are then distributed to the men in the factory who had anything to do with the equip- 
ment covered by that piece of promotion. In addition some of our pieces of promotion 
such as blow ups are displayed in the department to which they refer. We believe that 
by following these lines we will create a better feeling between factory and office and 
that the men will take more interest in their work. It costs practically nothing but we 
believe it will be very worth while. 


Reporter's Note: “Bakery Life” is unusual. Folded to 514” x 814” as 
a self-mailer with seal. Opened twice, it becomes an eight page newspaper 
style house magazine measuring 11” x 17”. Well illustrated. Copy excel- 
lent. Volume 1, No. 3 is “World’s Fair Issue.” .That idea of letting the 
factory know what advertising is doing should be in force in every or- 
ganization. 
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Whether you sell hunting equipment, automobiles, heavy 
machinery, ladies’ wear or something in between, Woodbine 
Duplex can play an important part in your quest for better 
results. 


Color attracts attention. It increases inquiries. It sells 
merchandise. With Woodbine Duplex enamel you have 
two colors — different on each side — before the Printer 
starts. One press run gives you a highly attractive three- 
color job. 


It comes in a variety of combinations suitable for fall and 
winter advertising and for nearly all types of products. 
Whether you’re planning clever folders with die-cuts and 
novel folds, or heavy artillery broadsides, Woodbine Duplex 
can help you successfully ‘‘shoot for better results.’’ 























Write for this PORTFOLIO 


It contains a wide variety of layout 
suggestions, novel fold combinations 
and original, die-cut ideas . . . to- 
gether with blank sample sheets for 














color reference and dummy use. | 
Please make request on your own | 
letterhead. | 


WUUDBINE 


Use wooosne DUPLEX rus rau 


s WOODBINE DUPLEX ENAMEL and 
WOODBINE DUPLEX POST CARD 


come in the following colors: 


| ORANGE and FAWN SUNTAN and WHITE 
| EMERALD and GREEN *CANARY and WHITE 
| GOLDENROD and PRIMROSE *BLACK and WHITE 
| TURQUOISE and INDIA *GOLD and BLUE 
| GRAY and ROSE *RED and GREEN 


* Not made in CARD STOCK 


THE APPLETON COATED PAPER COMPANY 


8009 WISCONSIN AVENUE $3 $3 APPLETON, WISCONSIN 


*If you use trade-paper 
inserts, print them on 
this two-color paper for 
high attention value and 
better results. 


ENAMEL 
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‘“‘A MONUMENTAL JOB!’’ 





HENRY HOKE 


It shoots the works about the whole structure 


SAYS: 


of printing production. It leaves your re- 
porter breathless ...a monumental job, well 
done. The price is five bucks, but what's 
that in comparison to a year’s tuition at a 
University? If you are skeptical, you can 
see a copy at the Direct Mail Center. 


COLTON PRESS, Inc. 
114 East 32nd St., New York, N. Y. 


Send me a copy of the 5th Annual Production Year- 
book. I enclose check (or money order) for $5.15. 
Foreign postage extra. 


NAME 





COMPANY 





ADDRESS 





CITY STATE 











Larger . . More Complete . . More Helpful 


THE NEW 5TH ANNUAL 








PRODUCTION 
YEARBOOK 





JUST OFF THE PRESS—ready to sup- 
ply you with the answer to every 
printing and direct mail production 
problem from copy to the finished job! 


To list ONLY A FEW features: 


@ 150 articles and charts by outstanding au- 
thorities. 


@ 560 pages, 82 x 11, 4 out of five pages illus- 
trated. 


@ “Robot calculators’”—49 cost curves in graph 
form for use in automatically estimating 
printing. 


@ 1,148 typefaces, available in 8,000 sizes 
(largest composite typeface directory ever 
compiled). 


@® 3,432 measurements on copy fitting of 572 
types in various sizes for 12 foundries. 


@ 219 similar typefaces grouped and compared. 


@ 900 cost items on estimating 50 kinds of en- 
gravings, electros, stereos, mats. 


@ 15.168 items on paper in the Munder Chart 
alone. 948 papers and 92 mills represented. 


@ 350 hints and solutions to common produc- 
tion problems re paper, ink, color, etc., etc. 


@ 1,274 essential Postal Facts in chart and text 
form for instant reference. 


@ 116 envelope sizes, production facts. 308 items 
on commercial envelope styles and sizes. 


@ 720 facts on 120 presses (cylinder, rotary, pla- 
ten, gravure, offset, web-fed and sheet-fed). 


Space prohibits complete listing. But whatever you want 
to know — about printing, photo-engraving, lithography. 
gravure, electrotyping, photography, preparation of copy. 
paper, mounting and finishing, duplicative processes, Ben 
Day screens, etc., etc.— this new edition gives the answer. 
Order your copy today —and profit from its daily use! 





28 























nat i 





The test of a good engraving is the 
printed result in the medium for 
which it was made. The proper depth 
of a halftone is not visible in 

the engraver's proof, yet it 

is the important factor in 

the mechanical perfection 








| Photograph by Lester Kahn 


O 


of the plate that insures a good re- 
production of the illustration... 
Pioneer-Moss Incorporated with its 
background of over 50 years of 
service to many of the large 

national advertisers, make 
engravings that print right. 
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460 WEST 34TH STREET-NEW YORK CITY 








Tie Your Mail on the Bunn 
Package Tying Machine 


@ Ties 20 to 30 Packages per minute. 


@ Ties all sizes tightly—no adjust- 
ments. 


Equals four hand tie-ers. 
@ Meets Postal Regulations. 


@ Makes a single wrap long way, 
double wrap the short way, cross- 
ing twine underneath package. 


- W rite 
ia For Our 

Free Trial 
Offer 





B. H. BUNN CO. 


7607 VINCENNES AVENUE 
CHICAGO, ILL. 











Mc GRAW -HILL 


DIRECT MAIL 





CAN YOU 
SELL TO THE | 
10,000,000 UN- 
EMPLOYED ? 


* 
Possibly, but why try when there are lists 
available of people with definite purchasing 
power. 
McGraw-Hill lists are made up of men 
with responsible jobs and the money to 
buy quality products and services. The 
names come direct from the organizations 
served by the world famed McGraw-Hill 
Publications. Available by industries or 
positions—engineers or executives. 
Many of the outstanding mail sellers and 
hundreds of the leading industrial marketers 
have profitably used these lists for years. 
Right now there are six lists that are HOT. 
* 
IF YOU ARE ON THE SPOT 


SEND FOR INFO THAT IS HOT 


phone or write 


DIRECT MAIL DIVISION 


McGraw-Hill Publishing Co., Inc. 


338 West 42nd Street, New York, N. Y. 
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SEQUEL TO A TEST 


Review the article on page 9 of The Reporter for May before reading 
the following letter from C. Moffat of Wellington, New Zealand. 


As I promised I am giving you a report on the mail order proposition, mentioned 
in the May Reporter, in which we used one of the appeals shown in the Robert Collier 
Letter Book. 


The original letter—a “straight” sales letter—brought 21 replies (4.2%) from a 


list of 500 business executives of whom 3 (14.2%) returned the article giving a net 
18 orders (3.6%). 


Re-writing the letter using the “Will you be good enough to give me the benefit 
of your judgment” appeal—the special introductory price—and a premium (diary) 
which could be kept whether the article was returned or not—brought 42 replies (8.4%) 
of whom 11 (26.1%) returned the article giving a net 31 orders (6.2%) even tho’ the 
price was increased 15%. (Six of the 11 kept the premium.) 


In both cases the personalized letter, with real pen signature, circular, order form 
and business reply envelope—mailed ld rate (sealed)—-was used. One interesting point 
about the new letter was the number of people who acknowledged it as a personal letter 
even tho’ they were not interested in the article. Chamber of Commerce membership 
lists were used in both cases. . 


On another mailing of the same letter I made a test, sending half with business 
reply envelopes and half with addressed envelopes necessitating stamping by the sender. 
The latter brought 10 replies, the former 9, while 4 provided their own envelopes. 
An interesting sequel was—of the 6 who returned the article, 5 had used the business 
reply envelope. All kept the premium. On subsequent mailings we have dropped using 
the business reply envelope. 


I really think that the business reply envelope is not essential for the success of 
most mail order propositions to business firms or executives at their office address— 
the ordinary envelope too, tending to eliminate the merely curious. 


Even in mailings to get inquiries having the prospect pay the return postage should 
increase the quality of enquiries even tho’ the quantity may be lower. 


The final results of the mail order campaign also mentioned in the May Reporter 
worked out as below: 


No Mailed Replies %  Keturns To Orders % BadDebts % 


1938 6,958 397 Def o4 13.6 343 4.9 10 2.9 
1939 6,901 350 Bs) 49 14 301 4.3 7 2.3 


These figures are interesting from the “law of average” point of view—also on the 
honesty of the majority of people. Mailings were made six months apart. 


I was interested in Jules Paglins article in the March Reporter on mailings to old 
customers because we had just made calls on the leading department stores suggesting 
sending letters to inactive customers. Without boring you with the harrowing details 
the answer in all cases was that it would be “too much trouble!” None of them had 
any system of follow-up nor did they know how many inactive accounts they had! 
Hardly credible but true. Truth is that business has been so good that these stores 
can ‘get by’ with using mass merchandising and advertising methods—the individual 
customer counting for less than nothing. The same applies also to motor dealers, 
furniture dealers, etc., and the humble direct mail man can tell them nothing. Yet a 
mailing supervised by us recently produced 9.7% replies from old customers and but 
3.1% from prospects—an example which cut no ice whatsoever with the modern 
department store executives contacted. 


Note: The Reporter is fast becoming an international clearing house of 
Direct Mail Advertising. Excusit, but we can’t help asking “What other form 
of advertising could develop such accurate figures on results—and what other 
form of adverising could have such ardent advocates that they write from 
the far corners of the world to report their tests.” We REPEAT. ... The 


pages of The Reporter are open to all who wish to report direct mail tests. 
Send them in. We'll print. 
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In the heart of the world s 
largest paper markets. 


QUALITY PAPERS MADE BY 
GLATFELTER ee ee 
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We invite inquiries from 
mail sellers who wish 
to increase profits by: 


& Renting lists of known mail 


buyers for their own use. 


€) Renting their own lists to 


other non-competing mail 
sellers. 


D-R Special List Bureau 
Division of 
DICKIE-RAYMOND, Inc. 

80 Broad Street Boston 








Successful 


M AIL-SELLING ESSENTIALS 
FOR THE BUSINESS MAN 


What is the quickest way to get 
satisfactory results in selling by 
mail? There are established; well- 
nigh infallible methods — in the 
practices of leading mail-order con- 
cerns—if you know what they are. 


HOW TO SELL BY MAIL 
By EARLE A. BUCKLEY 
2.0 

Here is a practical manual that outlines 
essential mail-selling methods. The author, 
a veteran direct-mail writer, tells you 
specifically and understandably what you 
want to know about getting direct orders 
for your product, PROFITABLY, by mail. 
The book gives you in the quickest way 
the facts you need to adopt practices that 
will improve results. 

SEE IT 10 DAYS—MAIL THE COUPON 


McGraw-Hitt Boox Co. 
| 330 West 42nd St., N. Y. C. 
| Send me Buckley’s How to Sell by Mail | 
for 10 days’ examination on approval. In 
10 days I will send $2.00, plus few cents 
postage, or return book postpaid. (We pay | 
| postage on orders accompanied by remittance. ) 


Te eee ee eee eee | 
City and State | 
Position 


| Company 
| (Books sent on approval in U. S. and 
Canada only) 





OF ALL THINGS 


The manufacturer of a very valuable supply used in direct mail work 
(name deleted for obvious reasons) received the most peculiar letter ever 
seen by this reporter. The letter was poorly processed on a well-designed 
and beautifully engraved (imagine?) letterhead. Stock used was from a 
rag mill which makes only the best. The processed letter was filled-in, and 
it was signed in ink by R. Arnold, Secretary to Manager. Here is the letter 
from Peter Cailler Kohler Swiss Chocolates Co., Inc., Fulton, New York 
(makers of Nestle’s Chocolate Bars). 


“Gentlemen: 


Some companies dump second class mail in the waste basket. If that is not done, 
someone has to go through an enormous amount of mail to select what is of interest. 

We are trying to ease our load of second class mail and sincerely hope you will 
not be offended if we ask you to remove the name from your mailing as shown on the 
attached envelope. The reason why your literature does not seem useful to us is given 
helow. 


While we are trying to save ourselves work and money; our suggestion, if generally 
applied, would also make a saving for you. 


If you are agreeable to our request, we shall appreciate your returning the 
enclosed card.” 


Below signature was processed “REASONS.” 
written... . 


Underneath was type- 


We are familiar with your line and will get in touch with you if we are in the 
market. 

Of all things! It can’t be true, but here it is right in front of us. 
Oh yes, there was also a penny addressed return postcard with processed 
promise that name had been removed. 


Imagine a company depending on advertising or sales promotion for its 
existence revealing. .. . 


a. That it did not want to receive advertising from firms who might 
have an idea which might help their business. 


b. That its “Secretary to Manager” didn’t know the difference between 
2nd and 3rd class mail. 


If this had originated in Jersey City, we would have suspected that a 
newspaper solicitor originated this idea in an effort to make direct mail 
look silly. We refer this case to Dick Cole who will handle the department 
of fresh and silly letters at the D.M.A.A. Convention. 


WILL A BIG ENVELOPE CARRY? 


Reporter J. T. Clark, advertising manager, Field-Ernst Envelope Com- 
pany, 245 Fifth Street, San Francisco, California, warned your reporter to 
be on the watch for a large 18” x 25” envelope, with a broadside from the 
California Western States Life Insurance Company, Sacramento, California. 


Wanted to see in what condition it came through the 3,000 miles of 
postal service. Arrived in New York in five days. 26¢ postage. Envelope 
with stiffener in perfect condition. No broken corners. 


The broadside, with plenty of big type, advertised a convention for the 
Leading Producers Club. Opened to full size it measures 3314” deep by 
48” long. Plenty of pictures. Good looking but, in our opinion, as a general 
rule a broadside of this size is too difficult to handle. In this case, it was 
appropriate because the inside spread could be used as a poster. 
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NEW LOW PRICE ANNOUNCED 
for amazing composing typewriter 
Ralph C. Coxhead, whose company manufactures the VARI-TYPER (17 


Park Place, New York) is currently mailing attractive two color broadsides 
to thousands of advertisers who should know more about the savings which 
can be effected by the use of the now well-tested VARI-TYPER. 

The new low price on Model D-9 (shown here) is $230 installed—ready 


to operate. Other models in 16-20-24 inch carriage lengths are at various 





prices . . . and to suit every purpose. Since a minimum of two or three 
standard typewriters would be required to do the simplest work of just one 
VARI-TYPER the new low price puts this money saving machine 
within the budget limitations of every user of the mail. 


THUMBNAIL DESCRIPTION OF THE VARI-TYPER 


The VARI-TYPER has the same keyboard and most of the general char- 
acteristics of the ordinary standard typewriter. BUT . . . and it’s a big 
but . . . the type for the VARI-TYPER can be changed by the twist of a 
wrist. And the spacing between the letters and between the lines can be 
changed with equal rapidity. 

That small circular device between the ribbon spools holds two type 
segments. Operator can change from one to another at will. New type 
segments are inserted by pressing a button, removing plate and substituting 
desired face. It is that simple. The stroke (from keys) is controlled elec- 
trically so that all characters are clear and equal, irrespective of touch of 
operator. More than 300 faces of type (or type segments) are available. 

The uses of VARI-TYPER are many and varied. Office forms, catalogues, 
bulletins, price lists, letters, house magazines can be typed either on stencils 
for mimeograph; on paper for offset, or direct on plates for multilith. 

This well-tested office machine has demonstrated its money-saving and 
appearance-improving values in thousands of organizations. 

The VARI-TYPER (with samples of its craftsmanship) is on display at 


the Direct Mail Center, New York. Demonstrations can be arranged through 
any of the forty-three Coxhead distributors. 








SUCCESS STORY 


MARGUERITTE ASPINWALL . . . until a year 
ago . .. was Fashion Editor of the Ladies 
Home Journal. She felt the urge to have 
her own business. She decided to be a 
specialist in furnishing a plus direct mail 
advertising service to “fashion” retailers. 
She opened attractive offices at 1600 Wal- 
nut Street, Philadelphia; installed an art 
and copy department, VARI-TYPERS and 
a multilith Her artistic, personalized, 
effective service attracted immediate atten- 
tion and she is now creating and preducing 
bulletins, circulars, etc., for manufacturers, 
insurance companies and others. She dem- 
onstrates daily the attractive, skillful work 
which can be composed with VARI- 
TYPER. You should see some of her 
samples. Her success is a monument to 
initiative and vision. 
a 


GOVERNMENT SAVES 


IF YOU WANT to see a demonstration of 
enormous savings possible by using the 
VARI-TYPER to compose difficult tabular 
statistics ... and if you want a book which 
should be in every advertiser’s library .. . 
get a copy of CONSUMER MARKET 
DATA HANDBOOK (1939 edition) pub- 
lished by U. S. Department of Commerce. 
Price $1.75. Four hundred and seventy- 
four pages. As many as 19 columns of 
figures to a page. Entire book composed 
on VARI-TYPER and offset in Government 
Printing office. Thousands of dollars saved 
on composition. 
» 


NEW TYPE BOOK 

NATIONAL PROCESS COMPANY, New York 
(operators of large batteries of VARI- 
TYPERS) has just produced for Ralph C. 
Coxhead Corporation an attractive, inform- 
ative 4” x 7” fifty-two page and cover 
booklet showing more than fifty of the 
most popular type faces available for the 
VARI-TYPER. Each page of specimens 
shows also what can be done with varying 
spacing between characters and lines. In- 
cidentally, the easily-handled type segments 
cost only $12.50 and with normal 
usage last indefinitely. Copies of the new 
type book are now available on request. 

° 


INSURANCE COMPANY 
REPORTS 


THE HOME OFFICE of the Oregon Mutual 
Life Insurance Company in Portland re- 
ported recently to Stuart P. Coxhead 
(Treasurer R. C. C. Corp.) that savings on 
only two jobs completely paid for their 
VARI-TYPER equipment. On a rate book 
containing 367 pages there was a saving 
of 5314 percent by using a combination of 
VARI-TYPER and offset, compared with 
typeset method. The percentage saving in 
producing a 131 page booklet was about 
the same. This saving record has been dupli- 
cated in hundreds of other reported cases. 

















MANUFACTURERS OF VARI-TYPER 








"THIS PAGE IS A REPORTER-STYLE ADVERTISEMENT OF THE 
RALPH C. COXHEAD CORPORATION 


17 PARK PLACE, NEW YORK. N. Y. 
| Do You Want a Demonstration? 
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RETURNS FROM SURVEY 


FEBRUARY REPORTER (page 4) awarded a 
Gold Palm to American Airlines for dis- 
tinctive treatment of a direct mail ques- 
tionnaire. 


Later information reveals that the ques- 
tionnaire was mailed to 98,000 business 
executives. 17,772 filled in the 14 questions 
and returned them. That is something over 
18%. Stick that figure in your hat to 
flash on anyone who says that people won’t 
react to questionnaires. 


ANOTHER MAGAZINE TIE-UP 


THEODORE Woop, American Bemberg Corpo- 
ration, 261 Fifth Avenue, New York City, 
was not to be outdone by all these stories 
of advertisers using tie-ups with Time .. . 
so he sends Your Reporter sample of six- 
teen page (plus cover) booklet repro- 
duced to look exactly like “The New 
Yorker”. Extremely well done. Tells the 
story of Bemberg Advertisers. Lists the 
retailers who are cooperating in Bemberg 
advertising. 


lise. CURTIS POSTAGE REDUCERS 
FOR BETTER NET RESULTS 


( Vira: twely printed | 


reach buyers desk and 





are opencd ari contents 
read ... because Postage Reducer flaps seal all 
the way across and look, like FIRST ~ 
CLASS MAIL! ‘This means MORE RETURNS 
FROM EACH DOLLAR invested in your mailing 


er 
” TL Re ay a 
Pees, > th an m 


EDUCATIONAL BOOKLETS 


It seems symbolical that the commercial exhibit which ranks first in 
public acclaim at the New York World’s Fair . . . is also the exhibit which 
distributes the best printed promotion. 


General Motors is so far ahead of the field that there’s no use discussing 
it further. Those interested in good public relations are urged to secure 
the series of 514” x 814” booklets offered to visitors. The books are per- 
fectly handled. They are attractive, simple, clear—and interesting. 


It is sad but true, that many of the exhibitors were so excited in spend- 
ing money to build exhibits, that they forgot to plan good descriptive litera- 
ture. It is interesting to watch the scramble to get out such material now 
when the first year is nearly over. Exhibitors never learn. 


Speaking of educational books or booklets . . . congratulation to Jerry 
Young of Monarch Life Insurance Company, Springfield, Mass., who issued 
for his salesmen a little file box, measuring 614” x 5” containing 13 small 
instruction booklets. 


They contain inspirational articles on selling. Most are reprints (by 
permission) from “Yourself” published by Haskell-Oberlin Company, Chi- 
cago. Wouldn’t it be fine if every company had, immediately available, a 
series of booklets about its products and the selling of them, to hand to 
every new salesman? 








Use Curtis 


“POSTAGE REDUCERS” 


for better net results! 


Attractively Printed 


| Postage Reducer envelopes 

envelopes ao ff reach buyer's desk and are 

opened and contents read ... 

because Postage Reducer 

flaps seal all the way across 

and look like FIRST-CLASS 

MAIL! This means more re- 

turns from each dollar invest- 
ed in your mailing. 


Ordinary 
loose-flap third-class envelopes 
must compete with hundreds 
of similar uninteresting pieces 
which frequently go into the 
waste basket UNOPENED. 


ASK ABOUT 
OUR CHANGE-OF-PACE PLAN 
FOR INCREASING RESULTS 


CURTIS 1000, INC. 


342 Capitol Ave. 1000 University Ave. 
HARTFORD ST. PAUL 
1814 East 40th St. 
CLEVELAND 
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URLAND PRINTING CO., INC. 
will lithograph your booklets, 


ite 


aw 





Catalogues or broadsides on 
coated paper. You will get sharper halftones, 
black or color that cannot be equaled on 
regular finish offset paper. This is not a new 
experiment, but rather a service we are 
rendering regularly. 

Call BEekman 3-7060, and let a Burland 
representative show you this superior work 


at reasonable prices. 


BURLAND PRINTING CO. : 


Lithographers and Printers 
> ROSE STREET ° NEW YORK CITY 
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TARNISHED SHOWMANSHIP 


BEN GOULD, Promotion Manager of Billy 
Rose’s Diamond Horseshoe, Inc., is mailing 
a letter to convention secretaries inviting 


sor 

PO OX: 
art ad 
’ 


them to have parties at the Horseshoe in 
the Hotel Paramount, N. Y. 


Letterhead is set in appropriate old- 
fashioned show-bill style. Sut «es tt BS PESO AEH 
’ . Wor rs, : pees = ay ay ¢ % as ae 
printed on cheaper than cheap pink paper; ve a Baers eh 


the letter is horribly and smearily mimeo- no Bees es a 





graphed. The fill-in is as many shades 
blacker than the letter as it is possible to 
get (with caps above the line). 


Billy Rose spends thousands on a spec- 
tacle lasting a few moments ... but pinches 
pennies on a letter that might make many 
new customers and lasting impressions. 
The difference in cost between this piece 
of tarnished showmanship and an appro- 


priate letter is so small that .. . well T0 DIRECT MAIL RESULTS 

you wouldn't be able to buy a string of . 

beads (or a bead) big enough to save \ 

one of Billy’s gals from the clutches of TOP-NOTCH mailing list, comprising live names 

the censors. THIS was the place for quality. ; ; 
correct addresses and good prospects can double your 
direct mail returns. A stale, poorly compiled list sounds 
the death knell of the finest campaign. 





Building up-to-date mailing lists of live prospects for your 
product is our business. Our lists have to be good, because 
they're specially compiled TO YOUR ORDER, from the 
latest sources, by intelligent, responsible and experienced 
individuals. 


Send today for your free copy of “Mailing List Statistics” 
itemizing thousands of mailing list classifications. 


And don’t forget that we're also equipped to handle all 
the other phases of your mailing work with equal skill 


Type 300 per hour! and efficiency. 
Paste on 750 per hour! 


Saeaahel inl ADVERTISERS MAILING SERVICE, 


savers for mailers 


FYate Mall o) ok-16- Kane-Kiernan Organization 


915 BROADWAY - AlLgonquin 4-6666 - NEW YORK. N. Y. 
SEND FOR THE 


“EVER READY CATALOG 


Fock Qeady WRB EL Gia 
ee oy el WANTED — 1,000,000 NAMES 


EVER READY LABEL CORP., 154 East 26th St, N.Y.C 











A mail order merchandising or- 
ganization is in the market to rent 
Please send FREE samples of Speed-o-Rol Labels. original letters, or to have envel- 
Please send the EVER READY CATALOG — FREE! opes addressed from CONTEST 
al 2 NAMES, BUYERS AND INQUIRERS 

OF MERCHANDISE, BOOKS, MAG- 
Company AZINES, COURSES, SERVICES. 


Address Send full details to: 


City and State M. G., P. O. Box 118, South Station, Yonkers, N. Y. 


Gentlemen 





























all 
all 

















FATR MINDED THINKING! 


THE EDITOR of Advertising Highlights (George L. Kinter, Pittsburgh) and 
your reporter have been having a lot of fun over the Sex Controversy which 
started when December Reporter was barred because of a certain picture. 
Recent Highlights devoted a page and a half to the subject. But let’s skip 
the whole thing and reprint an item from brother Kinter’s page 18, in which 
he sticks his neck out wide and handsome by reprinting an item from the 
Pittsburgh Press. 


From the Pittsburgh Press | ations. If it hadn’t been for the deficit of 


The Government’s tariff subsidies to | nearly $90,000,000 which the Department 
manufacturers contributed to the shrivelling | Says it suffered in the handling of news- 
of foreign markets for American farm prod- | Papers, magazines and other periodicals— 
ucts. And that. in turn, is forcing the Gov- | the figures above are the Department's own, 
ernment to pay still more subsidies to far- | 0f course—then the postal service last year 


mers. would have shown a handsome profit. 

So it goes. One calls two. And each new = ote, We of the — al e — 
subsidy swells the national budget, deficit | '® GePate. We penned nagunenendl tty ha 
and debt. stance, how it is possibie to compute that 


the cost of free delivery inside the county 
of publication—the particular boon of small 
in particular. Yet each time we point to town dailies and weeklies—was exactly 
the mote in the other fellow’s eye, we have $8,115,069. Rural mail carriers have to 
to remind ourselves of the beam in our make their rounds ne 
own Yet it is only fair to assume that the 
' Department has a dependable formula for 
assessing the costs of its various services. 
And whatever formula was used to require 
a three-cent stamp for a first-class letter, 
a six-cent stamp for an airmail letter and 
the graduated charge for parcel post mail- 
: ings—for the purpose of making each of 
Revenue Cost of Handling Deficit | ammabe a tine—should b 
Publications exempt from zone rates on ad- wee a a . 
vertising portion applied to newspapers and magazines for 
$1,997,695.89 $15,567,293.34 $13,569,597.45 | the same purpose. 
a rate publications: Speaking for ourselves, The Pittsburgh 
"$281,747.33 36,696,310.93  28,414,763.60 | Press and the Scripps-Howard organization, 
Newspapers, other than daily of which we are a member, want no free 
3,403,464.73  16,002,288.73  12,598,824.00 | ride at the taxpayers’ expense. We are 


All other publications = __ . willing to pay the costs of distributing our 
9,461,878.80 36,541,056.00 27,079,177.20 


Over the years this newspaper has criti- 
cized the subsidies in general and subsidies 


For the publishing business has a pet 
subsidy which is just as indefensible as 
any other. 

The following table, from the Post Office 
Department’s operations of 1938, tells the 
story: 





Free in county, all publications newspapers. And we should like ay —s 
nap neti 8,115,069.74 —-8,115,069.74 | Other newspapers and magazines join in 
— asking for abolition of this Government 

Total publishers’ second class subsidy. Those who refuse need not be 


$23,144,786.75 $112,922,218.74 $89,777,431.99 | surprised if their editorial utterances 
The Post Office Department showed a | against the Government’s other borrow-and- 
loss of about $47,000,000 in its 1938 oper- | spend gratuities fail to convince. 





Reporter’s Note: That is Fair Minded Thinking. We have no desire to 
stir up an old argument. We know that the largest percentage of the 2nd 
class loss comes from the thousands of smaller publications which ride at 
less than minimum cost of delivery per piece. We will, however, join with 
The Pittsburgh Press, in offering to pay our way. A miracle might happen! 


Hot Tip to Fairgoers 


Be sure to go to the annex of The Netherlands Building (not the main exhibit— 
but the separate shop across the street). If you can find it—you will see the new auto- 
matic postal sorting machine used by the Post Office System in The Netherlands. We 
understand that it has been adopted by Great Britain and Brazil. Operators feed envel- 
opes one by one into slot and simultaneously depress keys (somewhat like a stenotype) 
to code city, state or country on the conveyor belt. When belt reaches corresponding code 
below it drops letter into proper receptacle. Clerks working on lower floor use automatic 
tying machine to bundle into packages for the mail sacks. It is called Transorma.. . 
manufactured by Marchand-Andriessen Ltd., 9 Prins Hendrikplein, The Hague, Holland. 


The machine at The Fair with five keyboards for operators and 300 receptacles (or 
code positions) costs installed about $55,000. Perfect job of efficiency and designing. 
Don’t miss seeing this marvelous machine . . . whether or not you have $55,000 to spend 
on your sorting. 











Where Else Lan You Buy 
LETTE R H EAD 5 like this 
for $f 19a Thousand ! 


Send us a sample of your present letterhead 
and let us quote our MASS PRODUCTION 
price for QUALITY work on any quantity in 
which you buy. Our Letterhead Clinic will 
re-design your old letterhead, if you wish, 
and submit sketches absolutely free and with- 
out obligation, together with our quotation. 


Universal Litho & Stationery Co. 


Dept. 28 


4311 Diversey Ave. Chicago, Ill. 
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MOSELY 
SELECTIVE 
LIST SERVICE 
230 Congress St. 
Boston, Mass. 
Mail Order List 
HEADQUARTERS 
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Professional 
Mailing 
Lists 


Do you circularize Physicians, Dentists, 
Druggists, Osteopaths, etc.? ‘'e have 
complete mailing lists covering these 
groups and allied Professions. Our lists 
are on stencils—the service of addressing 
your envelopes can be bought for as little 
as $2.00 per thousand. 


@ 100% Accuracy Guarantee 

@ Prompt Service 

@ Dependability 
—ADDRESS— 


Fisher-Stevens Service, Inc. 
183 Varick St. New York, N. Y. 











EYE CATCHERS 


NEW all photo advertising serv- 
ice for all lines of business. For 
trade publications, house organs, 
newspaper ads, sales letters, 
& - broadsides or booklets. 
100 high class photo- 
graphic subjects 
monthly in ready-to- 
use mats for only $5. 
Glossy Prints too. All 
sizes and _ subjects. 
New York’s top mod- 
e els. Write for FREE 

proofs—no obligations. 


EYE CATCHERS, Inc. 
10-12 East 38th St. WN. ¥. C 





MAILING LISTS: 
Boyd's City Dispatch, Inc. 


EDGAR J. WILLIAMS, Pres. 

114 East 23rd St., New York, N. Y. 
*GRamercy 5-4600 
MAILING LISTS: 

Trade, Professional, Residential. 

Men and Women of Wealth. 

Manhattan, Metropolitan Area, 
all parts of U., S. 

Established 1830 











OPPORTUNITY 


FOR SALE—Fine Direct Mail Production 
Business in important central industrial 
section servicing wide trading area, well 
established and enjoying unimpaired good 
will and high credit rating. Present owner 
wishes to retire. Start confidential nego- 
tiations by writing Box 251, Care Reporter, 
17 East 42nd Street, New York, N. Y. 
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QUESTION 


“WHAT HAVE YOU FOUND is the acceptable 
percentage of results on collection letters 
to have this special kind of letter consid- 
ered a good one.” 


M. Kalin 
M. L. Claster & Sons 
Lock Haven, Pa. 


Reporter's Note: The only acceptable 
percentage is 100%. That is your objective. 
Whatever you don’t get is your write-off 
for bad accounts. 


GOOD HEADING 


“FIVE HUNDRED DOLLARS for a Drink of 
Water” is the heading on a form letter 
from Charles E. Hires Company, Inc., 
Long Island City, New York, which ex- 
plains why it’s so costly to rent a water 
cooler—and why it’s cheaper to own a 
Hires. 


OPTICAL TEST 


ELMER GROGAN of Grogan Photo Service, 
Danville, Illinois, recently sent out interest- 
ing Hooverized letter. 


First paragraph reads: 


“What attracts your attention first? The 
one cent piece, or the “tip-on” photo- 
graph?” 


Attached at left was a penny—at the right 
a 14” x 2%” tip-on photograph. 


Sure enough, Your Reporter didn’t no- 
tice the penny. Rest of letter told about 
advantages of using actual photo-stickers 
attached to saies letters. 


ACCORDIAN MAILING 


LESTER D. GREENWALD, Advertising Manager 
of Mitchel Schneider Company, 99 Madison 
Avenue, New York, gets a chocolate ecilair, 
or something, for recent clever mailing. 
Mailing box 3%” x 5%” x 4”, contained 
nothing but a colorful accordian folder 
showing new styles of “bed jackets” offered 
for fall of 1939. 


One end of folder was pasted inside 
cover; the other was attached to bottom. 
Open box—and there’s the whole story be- 
tween your two hands. 


Reminiscent of Jules Paglin’s “Hellza- 
poppin” mailing but this pasting 
stunt forces immediate attention on entire 


folder. 


CLASSIFIED ADS 





Rates, 50c a line—minimum space, 3 lines. 





ADVERTISING AGENCIES 





Sell your product through agents, mail 
order. Advertise newspaper, magazines. 
Publishers’ rates. Snappy layout your inch 
advertisement $1. Martin Advertising 
Agency, 171P Madison Ave., New York. 





CASH MERCANDISE BUYERS 





We Buy for Cash—Advertising goods with 
some merchantable value, Paper Goods, 
Envelopes, Blotters, Pictures, etc. Submit 
samples and quantity for prompt consider- 


ation. Fantus—440 No. Wells St., Chicago. | 





EQUIPMENT 


SAVE HALF on Mimeographs, Multi- 
graphs, Typewriters. Write for list of other 
bargains. Pruitt, 69 Pruitt Bldg., Chicago. 








MAILING LISTS 
Ask for our Catalog of Mailing Lists, 6,270 


different classifications listed; number in 
each. and price shown. If interested, ask 
for our Stockholders and Bond Buyers 
Price List, 1,600,000 Stockholders in over 
1,000 corporations. TRADE CIRCULAR 
ADDRESSING CO., Inc., Established 1880. 
21914 West Madison Street, Chicago, IIli- 
nois. Franklin 1182. 








MIMEOGRAPHED TYPEWRITTEN 
_ LETTERS & PRICE LISTS, ETC. 
EXPERT TYPEWRITTEN REPRODUC- 
TIONS, LETTERS, PRICE LISTS, ETC. 
100 copies 8% x 11, $1.00. Additional 
hundreds 20c. Includes paper! LETTER- 
SHOP, Dept. R., Cedar Rapids, Iowa. 











SALES LETTERS 


FRIENDLY SALES LETTERS ARE 
POWERFUL BUSINESS BUILDERS. 
They put the prospect in the right mood 
and then stir him to action. The result is 
orders! Send copies of your letters, litera- 
ture, advertisements . . . or outline your 
sales proposition. You will receive a FREE 
detailed analysis of your sales presentation, 
guaranteed to contain valuable ideas and 
helpful information. No obligation. We 
are glad to give you this service as an in- 
troduction. If you desire, we will quote fees 
for one letter or an entire campaign. Write 
Harry Louis Bauer & Asso., 711 Belmont 
Ave., Chicago, Illinois. 


SALES LETTERS for Mail Sellers. $2.50 
each. Fully Guaranteed! HUTZLETTER, 
412 Davies Building, Dayton, Ohio. 











SPECIAL SERVICES 
COSTS LITTLE! DOES WONDERS! 


Newest process eliminates expensive type- 
setting and cuts! Ideal for reproducing all 
sorts of illustrated sales letters, booklets, 
bulletins, house organs, testimonials, etc., 
etc. 





ANY SIZE SUPPLIED 
500 COPIES (8%x11”) $2.63 
Additional hundred copies only 22c. Send 
for instructive Manual—gratis. LAUREL 
PROCESS, 480 Canal Street, N. Y. C. 





STOCK CUTS 





Ad. Writers, ask for proofs zippy little 
black cuts, inexpensive. Harper’s, 283-e 
E. Spring St., Columbus, Ohio. 
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